






























































"oO ER 
Wc iivcs Loaded down with 
PRINTING PROBLEMS 








A well known economist recently said 
that if executives devoted as much time 
and effort to sales as they did to details, 
the depression would have another 


opponent. 


Although not exactly a detail, your print- 
ing problems consume much of your 
valuable time—time that could be devoted 


to sales building. 





Why not let us unload your problems— 
displays, cartons, creative printing and 
lithography, etc. Each job becomes a 
major job'in the BROOKS and PORTER 
plant, handled carefully and thoroughly— 
and economically for you. 


WAAemel Te leelilcctMe Millia leelile mel mexete) oY-1e0] C172 
service, quicker, unusual performance, 
prices no higher than ordinary printing 
to give you more time for your other 
problems—to rid you of your printing 


grouch. 
Interested? WAlker 5-9494, or write. 





BROOKS AND PORTER, inc. 


CREATIVE PACKAGING * PRINTED AND LITHOGRAPHED 


304 HUDSON STREET NEW YORK 








Users say: 


“Every day in every way the 


CONSTANT MOTION 
CARTONER 


is growing BETTER and BETTER” 


(Apologies to Dr. Coue) 








As an example of 
our progress, the 
picture shows one 
of two machines 
supplied by us for 
cartoning Messrs. 
E.R.Squibb & Sons’ 


dentifrice. 


Sw cartoner produces the highest class of work at any rate 
from 60 to 180 packages per minute and can be adjusted 
to either or to any intermediate speed in 10 seconds, without 


halting production. 


Speed Range 


inserts three tubes simultaneously, thus reducing their speed 
as they enter their cartons by two thirds, and the possibility 
of injuring them or the cartons to the vanishing point. 


Multiple Loading I 


Accessibility A finger spring instantly raises the top of the loading way and 
exposes it for removing a defective carton or for dusting 


before the machine is started. 


[' will infallibly discard an empty carton in case the operator 


Automatic Ejector 
fails to load a bucket on the feed conveyor. 


Silence [' is utterly noiseless and vibrationless at any speed. 


T%e picture illustrates its astounding simplicity, 
and — and — isn’t it a beauty? 


R.A. JONES & COMPANY, INc. 


P. O. Box 485 Cincinnati, Ohio 


The Standardized CONSTANT MOTION CARTONER packages bottles, jars, tins, collapsible tubes, and if desired, 
feeds, folds, and inserts direction sheets, advertising circulars and corrugated board liners with the loads. 
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® The front cover of this issue 
is offset jithographed, making 
use of a new process known as 
"Intensograph,' by the Michi- 
gan Lithographing Company 
of Grand Rapids, Mich. 


© "The 
Packaging,’ which appears on 
page 54, offers some interest- 


of Group 


Problem 


ing thoughts for those com- 
producing 
established products, 


panies who are 
several 
where an advantage is to be 
gained by maintaining a com- 
mon identity between the in- 


dividual packages. 
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E offer you complete service 
in the creating and designing 
of decorated collapsible tubes. 


We will also gladly assist you in 
determining upon the best sizes 
and styles of tubes for merchan- 
dising your product—the most ap- 
propriate closure or cap—and any 
other factors involved in the use 
of tubes as containers. 




















NATIONAL COLLAPSIBLE TUBE CO. 


Providence, R. I. 
New York Office—331 Madison Avenue, Telephone Murray Hill 2-1745 





No other type of container pro- 
vides you with so many outstand- 
ing packaging and merchandising 
advantages. Investigate the merits 
of National Tubes. Let us present 
for your consideration the many 
economies that can be effected by 
packaging your product in these 
popular, modern containers. 


NATIONAL 
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In the Forbes construction laboratory experienced construction engineers are continually creating 
and developing new constructions for display, containers and cartons—CONSTRUCTIONS; 
PRACTICAL and ECONOMICAL—CONSTRUCTIONS THAT STAND UP and SELL 


To KEEP | 


. IT MUST BE PRACTICAL. 


Ease of assembly for packing and 
safety in shipping cannot be placed 
second even to its display value. 


IT MUST BE RIGID. 


It must come through the gaff of 
rough handling and put up a clean- 
cut rigid front on the dealer's coun- 
ter. 


IT MUST BE SIMPLE. 


Dealers are impatient—and justly so 
—with complicated displays that are 
difficult to erect. 


must SELL. 


Your strongest sales argument will 
not stand up—if the display doesn't. 


The IDEA built into your display container 
may stage up your goods and tell the story— 


The COPY may be colorful and forceful— 


BUT, if the CONSTRUCTION is impractical, & OS$STO N 


weak and lacks any element essential to a 
good merchandiser, your point-of-sale punch NEW YORK - PHILADELPHIA - CHICAGO 
will lose its wallop. ROCHESTER - CLEVELAND - DETROIT 
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a. 


QUALITY 


M ANY a food product has failed to find a pop- 
ular market through no fault but its package. 


Food is perishable and requires protection in its jour- 
ney from factory to consumer. It is during this period, 
when, subject to drastic climatic changes, that much 
of the inherent quality of a food product may be lost. 


To retain every bit of the original flavor, taste or con- 
sistency of their products, manufacturers are using 
KVP Protection Papers for their packages. Wet and 
dry, greasy, moist fresh,—all are given exact, scien- 
tific protection in KVP Papers. 

To determine the correct paper for each product, we 
maintain a research laboratory with every facility for 
testing different papers to determine the one best 
suited. 

This laboratory is at your service. Write for the 
booklet "TRUTH" describing our methods in deter- 
mining the best paper for each product. 


KALAMAZOO VEGETABLE 
PARCHMENT COMPANY 
KALAMAZOO, MICHIGAN 


FOR PROPER 
PACKAGING 

















Your Package Is Their Target 


IKE arrows that seek the bull's eye, bad luck awaits the package that 
is not properly wrapped! 


To overcome these three trouble-factors, Time, Weather and Distance, 
the Laboratories of The World's Model Paper Mill are devoting con- 
stant research—testing, perfecting, PROVING every step of the way. 


So, whether you ship coffee from Java or tomatoes from Texas, fish 
across the land or spice across the sea, you can be sure there is a KVP 
Protective Paper for your need. The products will travel more safely 
and keep their purity and flavor longer when wrapped according to 
KVP specifications. 


Bring YOUR packaging problem to us. 
KALAMAZOO VEGETABLE PARCHMENT COMPANY 


Kalamazoo - - Michigan 
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SAVES LABOR GOST 


GIVES GREATER PROTECTION 


That’s why Kimpak GCrepe Wadding is used for 
packing physicians’ samples 


M: J. BREITENBACH COMPANY of New 
York, is another of the hundreds of com- 
panies who have adopted Kimpak Crepe Wad- 
ding for packing their products for protection 
against shipping damage. The illustration shows 
how the physician’s sample of Pepto-Mangan is 
wrapped in Kimpak and placed in a special box 
produced by the National Metal Edge Box 
Company. 

Kimpak is used to save labor cost and to assure 
safe delivery. Another reason why Kimpak is 


k 
REG. U.S. PAT. OFF. & 


FOREIGN COUNTRIES 


Crepe Wadding 


Full and_ cut- 
away views of 
Pepto - Mangan 
packed in Kim- 
pak and enclosed 
in box furnished 


by National Metal 
Edge Box Com- 
pany. 





used is because it absorbs 16 times its weight in 
moisture. This is especially useful where a 
number of bottles of a liquid are packed to- 
gether. If one becomes broken there is less pos- 
sibility of damage through leakage to other 
merchandise. 


Investigate Kimpak. It will pay you in many 
ways. Our representative, experienced in many 
packing problems, will gladly help solve your 
problem. Mail coupon. 





MP-10 
KIMBERLY-CLARK CORP., Manufacturers, Neenah, Wis. 
Address nearest sales office at 

8 South Michigan Ave., Chicago 

122 East 42nd St., New York City 


Sample is going forward to you by mail. 
Please give your advice on how to pack and costs. 


Company ...... 


Attention of ... 
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WHY CHANGE THE PACKAGE? 
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It’s EASY to say “change the pack- 
age,” but it’s something else to 
abandon the container that has 
brought in the business all these 
years. Frequently, of course, 
there’s no other way out for a 
progressive manufacturer. But 
frequently, too, a package can be 
modernized simply by the addi- 
tion of a Durez cap! 

The Frostilla bottles show how 
this works out. On the first pack- 
age, the label is good, the shape 
of the bottle is good, but the cap 
is not so good. With the new 
Durez cap, lustrous black in color 
and modern in design, the old 
bottle takes on new life! 

What Durez has done for Fros- 
tilla, it will have no trouble in 
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When a 


CAP 


can 


do the 


trick! 


doing for you. The perfect mold- 
ing compound can be transformed 
into closures of almost every size 
and description, no matter how 
intricate the pattern, no matter 
what the type of threading. A 
wide variety of attractive colors 
is available to harmonize with the 
label and with the container. 


Names worth knowing 


The list of nationally known 
manufacturers who use Durez 
closures reads like a “who's 
who” of the industry... 
Squibb, Palmolive, Listerine, 
Johnson & Johnson, Nelson 
Baker, Lehn & Fink, Pinaud, 
Parke-Davis, Dorothy Gray, Pep- 
sodent, Iodent, Barbara Gould, 











and scores of others! Many 
concerns use Durez for the com- 
plete package! 

Durez closures screw down 
tightly, do not bind, and release 
instantly. We do not perform 
the actual molding operation, 
but supply the raw material to 
custom molders with whom you 
work. Address requests for in- 
formation and samples to Gen- 
eral Plastics, Inc., 10z Walck 
Rd., N. Tonawanda, N. Y. Also, 
New York, Chicago, San Fran- 
cisco, Los Angeles. 









Pp rotect flavor— 


and you protect your 







Dusimess ... 






The flavor of food isa perishable thing. When your packaged 






food product loses flavor by the time it reaches the con- 







sumer—you lose business! 


You can count on Paterson Genuine Vegetable Parchment 






to give full flavor protection. For it keeps in all the original 






flavor and freshness .. . and keeps out all outside odors and 






flavors. It gives thorough protection to your product. 






It is absolutely insoluble and grease-proof—products en- 






trusted to its protection reach the customer in perfect con- 






dition. And Paterson Genuine Vegetable Parchment itself 






is absolutely odorless and tasteless. 







Send for sample working sheets with quotations on the 





weights and quantities in which you might be interested. 


Hundreds of leading brands of packaged foods now 





carry this Keymark on their wrapper. Thisnationally 


advertised symbol of wrapper protection comes in 4 \f 
ve seat Paterson Parchment Paper Co., Passaic. N. J. 


two sizes . . . 34 inch or 1 inch high. It will be in- 







cluded anywhere on your printed wrappers, at no 






extra cost. It isa simple, effective way of telling your 


Sales Branches: Chicago. Ill. and San Franeiseo. Cal. 






customers that your product is carefully protected. 


PATERSON Genuine VEGETABLE PARCHMENT 


Commercial Patapar 


The Insoluble, Grease-proof Wrapper for Quality Products 
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A NEW 


SEMI-AUTOMATIC 








SEALING AND FILLING 


MACHINE 


One of the new Packomatic Semi-Automatic Sealing and 
Filling Machines, recently developed for Peter Rossi & 
Sons, Inc., (Macaroni) Braidwood, Illinois. 


This Packomatic machine is new in principle and design and fills 
a long needed demand in many industries, because it is compara- 
tively inexpensive and is built to stand the gaff of modern pro- 


duction. 


One operator squares cartons and places them into the machine 
by hand, where bottom ends are automatically glued. Carton is 
then carried to a point where scale can be located to automatically 
fill product into carton, or operator can insert product by hand. 
The top of carton is then sealed and carton ejected into compres- 
sion helts for drying. This machine is easily adjustable for 
various sizes and has a speed of (20) to (30) per minute. 


Call for a Packomatic Engineer now. Let him 
show you the short cuts to greater profits, 
without obligation. He will meet 
you any time, any place. Wire, 
write, or phone. 


© PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: NEW YURK ST. LOUIS LOS ANGELES 
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Printed ic ausa Rascanelon ian: Wally 
press from zine: etching and type. 
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THIS. sheet i« ARTCOTE No. 0360 ~--- Silver 


Paper, Skytogen Pattern. There are three other 


embossed patterns obtainable, and they may be 
had in the various grades in which Artcote Gold 
and Silver Papers are made. 

All Artcote Embossed Papers are produced by a 
special heat process to give added brilliancy. 


Send for complete information and samples. 


Manufactured by 


E OTE PAPERS 


ING. 
IRVINGTON, N, J. 
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REFINING COMPANY 


displays its preference with 
increasing investment in Pneumatic Machines 


Money does talk, very forcibly in many cases. The money invested by Amer- 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Seaiers— 
Lining Machines—Weighing Ma- 
chines (Net and Gross)—Top Sealers— 
Wrapping Machines (Tight and Wax) 
—Capping Machines—Labeling Ma- 
chines—Vacuum Filling Machines (for 
liquids or semi-liquids}—Automatic 
Capping Site Aut. 6i. Cap 
Feeding Machi Tea Ball Machi 








ica's leading packaged goods manufacturers in Pneumatic Machines, speaks louder 
than any words of their confidence in this packaging method. 

An analysis of the purchases of Pneumatic Machines by these companies is your 
best buying guide to the safest and most satisfactory investment of the money you 
spend for packaging machinery. 

Corn Products Refining Company, manufacturers and distributors of Argo and 
Linit are a typical example. The chart of their Pneumatic Machine purchases shows 
an upward curve built on “repeat” orders over a period of years. Only completely 

satisfactory performance could inspire such emphatic 
approval demonstrated in dollars and cents! 


The advantages and economies of the Pneumatic 


N EU MATIC S CALE system can be very definitely proven to you from 
ACKAGING MACHINERY the experience of other companies. This proof, and 


PNEUMATIC SCALE CORP., LTD., 71 NEWPORT AVE. 
NORFOLK DOWNS (QUINCY), MASS. ‘ , F 
Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan Ave.; the help and advice of Cur engmess, © yous for the 


San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N. S. W. and Pol . : _ 
Trafalgar House, No. 9 Whitehall, London, England writing without obligation. 
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IT'S 
ALIVE WITH 
VALUABLE 
PACKAGING 

IDEAS 


this new 16-page Booklet just issued by the Kimble Glass Com- 
pany. Profusely illustrated, it shows how Kimble Glass Vials —designed 
for fine appearance as well as utility—can be employed to valuable 
sales advantage in packaging your products. 

Full particulars are given in these pages on every type of Kimble 
automatic machine-made, retempered glass vial used today by America’s 
outstanding manufacturers—complete with specifications and prices. 

Secure your copy of this book at once. No obligations whatever. 
It can't but help point the way to newer, better and more economical 


Mic now 16. of drugs, proprietaries and toiletries will welcome 


packaging methods. 


KIMBLE GLASS COMPANY 


VINELAND, NEW JERSEY. 
K New York, 1440 Broadway; Philadelph'a, 1616 Walnut Street; Boston, 


131 State St.; Chicago, 23 N. Desplaines St.; Detroit, General Motors Bldg. 
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AVAILABLE IN MANY 
ALLURING COLORS 











NUSUAL in design and color, these attractive containers add 
greatly to the sales appeal of products merchandised in jars. 
Samples will gladly be sent, on request, to executives in packaging in- 
dustries. 






If you require a specially-designed molded container, we can create 
one for you and shall be pleased to submit design suggestions with- 
out obligation. 












F May we send a representative to discuss your needs and tell you about 
our unparalleled facilities for the production of molded products of 
. every description? 


COLUMBIA 
PHONOGRAPH CO. 


INCORPORATED 
Molded Products Division 


BRIDGEPORT 
CONNECTICUT 
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Cross-section view shows exclusive 
rolled edge of our new Caseal Cap 
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Because so much of W 
today’s sales picture depends on that elusive aspect of style called smartness .. . package 
designers are working overtime in an attempt to dress their products in really up-to-the- 
minute fashion. .. . We submit the new Caseal Cap as an important contribution to the 
design of the smart package, not only on account of its strikingly modern appearance, 


but also because of its great strength and surprisingly low cost. 


THE CLOSURE SERVICE COMPANY 


TOLEDO, OHIO... 50 CHURCH STREET, NEW YORK CITY 
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Let US 
be thinking 
about YOUR 


Packaging Problems 5 


Fundamentally it is our business to solve pack- 
aging problems. If you think of us as interested 
only in orders for machines you have not under- 
stood the breadth of our service. 

Some of the most astonishing improvements 
designed by Johnson Engineers have originated 
in a manufacturer's dissatisfaction with his cur- 
rent method. With confidence that we could 
help he has told us what was worrying him. 
Then instead of puzzling over it alone he had 
company helping to solve in his difficulties. 

We are not infallible. But it has never cost a pack- 
aging executive a dollar to tell us what he thought 
should be improved, and ask our co-operation. Where— 
as in many cases—we have solved the problem, the 
profit to the company for whom we designed a new 
machine has been far out of proportion to the minor 
effort of asking us for cur recommendations. 

We already make practically every unit used in pack- 
aging lines, and among the interesting features of these 
machines may lie the solution to your problem. But if it 
doesn't, it is likely the answer will be found in the train- 
ing or specialized experience of Johnson Engineers. What 
condition in your package cr packaging operations could 
be improved? Write us, or send the coupon below to 
enlist our aid without obligation. 


The Johnson Greater Capacity Line 


Wrapping Machines for Cellulose, Waxed and Kraft Papers— Wrapping Machine Co.) 

Greater Capacity Bottom Sealers — Combination Carton 

Feeder and Bottom Sealer—Double Entry Top Sealers—Com- =~ 
bination Bottom and Top Sealers—Gross Weight Scales— T" SEND THIS COUPON “a 


Net Weight Scales—Carton Liners. 


a 





































IF THERE'S A PACKAGE 
IN YOUR LINE THAT 
IS NOT 100% RIGHT— 
















Does it fail to protect your product properly? 

Does it cost too much to produce? 

Does it slow up an otherwise good product in sales across 
the dealer's counter? 

Does it sift and lose the contents? 

Does it cause delays in your packaging department? 

Is there any characteristic you wish it had, regardless ot 
how impossible it seems? 


TELL US FREELY 


about such problems. Perhaps, from our experience we 
can help you. 


JOHNSON AUTOMATIC 


SEALER CO. LTD. 
Battle Creek, Mich. 


(Subsidiary of Battle Creek 




















‘Johnson Automatic"—If you want to think about 
a problem of mine—without obligation of course— 
here is what's on my mind 


CO Write me about this. 
CO Have a representative call. 





Name .. Position 

Firm 

Address 

City . mee ccetapoieschccmucn! Sa rai 
MP 10-32 
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Many more will buy goods 


that are effectively displayed 


effective ways. In combination with chromium, or 
other bright metal finishes, Bakelite Laminated 
assures a setting for any article that reflects quality. 


HANDSOME DISPLAYERS of original design win the 
cooperation of the dealer. He knows that an inviting 
display means more inquiry and larger sales. The 
Gruen Watch displayer with its richly decorated black 
Bakelite Laminated panel, and silvered mountings is 
an excellent example of the modern trend in display- 
ing fine goods. 

Lustrous Bakelite Laminated, available in a liberal 
range of colors, provides the designer of modern dis- 
plays with a material which he can use in scores of 


BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y 
LIMITED, 


BAKELITE CORPORATION OF CANADA, 


mucerenso 


The registered wode morts shown obove distinguish matenals 
somtocwed by Botebte Corporonon Under the copia! “8” 


a 


TH E MATERIAL 
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163 Dufferin Street, 


We invite you to enlist our cooperation in adapting 
Bakelite Materials, both Laminated and Molded, to 
the type of displayer or container required for your 
products, and also to write for interesting illustrated 
Booklet 8C, “Restyling the Container to Increase 
Sales”, showing examples of displayers, containers and” 
closures of Bakelite Materials. 


13 East Ohio Street, Chicago, III. 


Toronto, Ontario, Canada 


LITE 


pumencol ugh for nfinay, oF unlemited quonnty 1 symbohzes the infin, 
umber of present ond tive uses of Botelite Corporonos + products 


TH OUS AN D US ES 





PATENTED JULY 19, 1932—NO. 1,868 


"ey, TheM unon bag 


T combines unusual strength with the 
merchandising advantages of moisture- 
proof, transparent cellulose. 





Note how the sample bag is entirely lined 
with moistureproof, transparent cellulose 
and also how strong it is at all seams, folds 
and bottom as the result of the reinforcing. 


These bags are made with decorative paper 
in a number of attractive colors, providing 
a splendid background for display printing. 


If you use bags for packaging let us send 
you samples of Munson Bags suitable for 
your product. You will be surprised at their 
moderate cost. 








THE MUNSON BAG GO|) 


CLEVELAND (10271 Berea Road ) OHIO 
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THE MODERN TOP STITCHER 
With Power Lift Table 


ine present equipment the operator has 
to lift every case up to the proper level 
and then rehandle it after it is stitched with 
consequent fatigue to the man, loss of time, 
and possible strain and damage to the case. 
The work table also has to be adjusted for 
every different size of box. 


The new Bliss Top Stitcher has the work table 
operated by a motor, a balanced foot pedal 
controlling the raising and lowering of the 
table. A lever actuated by the top of the case 
automatically stops each box at just the right 


BLISS-LATHAM 





height for the blade anvil to enter under the 
stitching flaps, eliminating hand adjustment. 
No case need be lifted by hand as the machine 
will raise a 90-lb. case as easily and as quickly 
as one that is empty. 


Dozens of these machines are in daily use 
in large Meat Packing, Shoe Manufacturing, 


and other plants. 


Write the nearest Bliss-Latham Office for full 
information. 


CORPORATION 


M inufacturers of Wire Stitching and Adhesive Sealing Machinery for All Types of Fibre Containers 


GENERAL OFFICES: NIAGARA FALLS, N. Y. 


New York Office: 
28 West 23rd Street 


Sales Offices or Agents in Principal Cities 


Chicago Office: 
1143 Fulton Street 
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" Meal for 


Breads 
Cakes 
Pies 
Biscuits 
Cookies 
Pastries 





EASY LRH RAP 


QUALITY'S_ BEST ATTIRE 
Tansee tnt” Cocca ose PAPER, ‘ 


SYLPHRAP 





Moistureproof and Self- sealing 
FOR BAKERS EVERYWHERE 


To meet to-day’s competition—to increase your sales—to maintain your product in all 
its crisp freshness—to increase its eye appeal and make it sell quickly—be sure it is 


wrapped in Moistureproof SYLPHRAP. 


In addition to SYLPHRAP’S perfect transparency and moistureproofness, one of its 
outstanding qualities is its ability to self-seal with heat—whether by automatic wrapping 
machines or by hand—thereby eliminating the use of adhesives which might have a 
tendency to transmit a possible odor to the product. 


Samples to fit your products upon request. Expert technical service at your disposal. 


SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 East 42nd St., New York, N. Y. 
Works: Fredericksburg, Wa. 


BRANCH SALES OFFICES DISTRICT AGENCIES 
201 Devonshire Street . . . . Boston, Mass. Blake, Moffitt & Towne, 4! First Street . San Francisco, Calif. 
1014 Glenn Building Atlanta, Ga. Pollock Paper & Box Co Dallas, Texas 
325 West Huron Street . . . . Chicago, Ill. Pollack Bros. & Co., Ltd.,420 Lagauchetiere St..W., Montreal, Can. 


OCTOBER, 1932 














COLORFUL AND PRACTICAL 
DUAL-USE CONTAINERS 


The sales of many products can be accelerated by packaging 
them in this innovational container which serves a dual purpose 
—being a colorful, practical container as well as a useful article 
for the home that appeals to every housewife. 


Illustration below shows how readily this container can be con- 
verted into an egg cup when cover is screwed into bottom. It can 
also be used for serving beverages and for many other purposes. 


Consumers will want a complete set of these containers for use in 
the home,—which means repeat sales for products packaged in 


this attractive manner. 


COVER IS USED AS A BASE 


Screw the small knob on top of the cover into the recess in 
the bottom of the container, and you have a substantial base 
as shown in adjoining illustration. 


Special designs to meet your individual requirements incor- 
porating “cover and base idea”’ can be developed. 


Full information together with necessary samples will be 
given on request. 


SOLD EXCLUSIVELY BY 


HARVEY JOHNSON CORP. 
8 Murray St., New York Molded by Kurs-Kasch Co. 
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Here is a miniature sample of the 


STRAIGHT Style R 


One-Piece Box 


Tear off this sample. Note how it is made en. 
tirely of one piece of box board, and how it is 


13113 HVO9OID WIWVWIidddwi shipped in “knock-down” style (just like the 


sample) even though it has six glued corners! 


Insert a package of cigarettes and see what a 
splendid box it is from every angle. In fact, it 
meets all the requirements of a set-up box—and 
in many instances those of the lock-corner type 


of box. 





We make the Style ‘“R” One-Piece Boxes in a 
wide range of sizes, printed in any number of 
colors. Modern precision machinery, especially 
designed for quantity production of these boxes, 
enables us to manufacture them at an unusually 
low cost. 


EIGHT IMPORTANT FEATURES 
OF THE STYLE “R” ONE-PIECE BOX 


Method of creasing the box tends to stiffen 


Firmly glued at six corners, insuring great 
fibres when box is set up. 


strength and sturdiness. 


Full telescope on three sides. Square, tight cover. 


ness). 


5. 
6. 

Reinforced on three sides (double thick- 7. Saves 75% in storage space. 
8. 


Cover attached saves time in packaging Requires no machine for setting up. 


process. 


RUSSELL BOX COMPANY 


425 Fourth Avenue (Room 1001) New York, N. Y. 
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CONVENIENT TO HANDLE— 
EASILY PACKED — 
SAVE STORAGE SPACE— 


OR many products the process of packaging can be speeded up considerably 
by adopting the Style ‘R’” One-Piece Box. It is surprisingly easy to handle 
and pack, and is far more adaptable in the packaging of various commodities than 


a set-up box. 


Shipped in ‘“‘knock-down” condition, the Style “R’” Box saves in transportation 
charges and storage space. In the display form of the Style ‘“R” Box, shown 
below, the cover can be folded back and under the bottom of the box, in that 


way serving as an easel to display the contents at an effective angle. 


The Style ‘R” Box is fully protected by patents. 


This is a miniature 
samp le of the 
or it can & 


DISPLAY Style R’ fing, 


amples of 
One-Piece Box 


a . 
armatior 


RUSSELL BOX COMPANY 


425 Fourth Avenue (Room 1001) New York, N. Y. 
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AT no cost to you— 














The Style“R”’ Box 
is admira bly E will gladly make up and send you a sample 
adapted for \ \ 

packaging 


Style “*R” Box of the correct size for packaging 


your product. In order that we might do this, we 


Auto Supplies 
Bacon 
Baked Goods suggest that you send us one of your present standard 
Blankets 
Bolts and Nuts packages, 
Books 
Candy 
Canned Goods 
Cheese - 
Clothing The Russell Box Company holds a very definite patent 
Corsets , ; 
Desserts both on the method and the machine for making up 
resses 
Display 
Envelopes the 


Flowers 

Fruits e e 9 9 
Furniture Hardware 

Glassware 


Golf Balls 
Hardware 


coe One-Pi B 
ny ne-r 1ece Ox 
Knit Goods 
Leather Goods 
Letter Heads 


Neckwear 2 ; e 

Pharmaceutical Supplies The blanks are automatically fed into the machine, 
aincoats 

R ll B 1 e e e e . 

edly gt passing through various folding and gluing operations 

Rubber Footwear : ; 

peamery, Cards and emerging in the flat folded condition in which the 
ea overs 

Seeds and Bulbs 

Shirts 

Shoes fe 

Sporting Ge 

ed Full 

Tors Coffe Sun ces We invite inquiries with reference to this new box. 

Underw , . : 

3 Reinfo: The services of our engineers and art department are 

And h * Classes of 


* ness). a 


customer receives them. 


at your disposal. 

















RUSSELL BOX COMPANY 


425 Fourth Avenue (Room 1001) New York, N. Y. 
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Mn 
Revitalize 
YOUR PACKAGE! 


Stamp it with BRIGHTEN ROLL LEAF 


TING 


PSA WW AT) 


Paper Courtesy Louis Dejonge & Co., New York, N. Y. 


Y OU'LL be amazed at the wonderful improvement in the appearance and sales- 
effectiveness of your package that can be obtained by this simple, inexpensive 
process. The bright, gleaming decoration will step up your sales to a surprising 
extent. 

Brighten Roll Leaf will add an appealing richness to your present design—or it can 
readily be embodied in any new package design you may be contemplating. 
Our designers will gladly show you how to accomplish this. Write for samples of 
box wraps and labels decorated with Brighten Roll Leaf and any other information 
you desire. 


THE H. GRIFFIN & SONS CO. 


Brighten Leaf Division IG 
rate 


65-67 DUANE ST., NEW YORK | 
BOSTON: 222 Summer St. CHICAGO: 701 So. Dearborn St. 
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Two Machines that Do The Work of 


12 HANDS 


If you package your product by hand in 
lined cartons, it will pay you to give serious 
consideration to the great reduction in costs 
that can be made by setting up your cartons 


by these automatic machines. 


The Peters, Jr., 
Forming and Lining Machine 
is a remarkably low-priced machine that forms 


and lines cartons at the rate of 35 to 40 





per minute. One operator can produce as 





many set-up cartons with this machine as four 
operators could by hand. It pays for itself in 
3 or 4 months, and is adjustable, efficient, 


economical. 








The Peters, Jr., 
Folding and Closing Machine 
For folding and closing the cartons, the Peters, 
Jr., Folding and Closing Machine is just as 
efficient and fast as the Forming and Lining 
Machine, and is quickly changed from one size 
carton to another. It, too, requires but little 


space and is extremely low priced. 


Write today for full information and illustrated 


folder. 

















PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
SEN CHICAGO.U.S.A 
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MANUFACTURED BY 


UNITED STATES ENVELOPE Co. 


SPRINGFIELD, MASS. 


PAT. APPLIED FOR 


oila. 


One pull on the tab and 
“voila,”’ the contents 
flow down the 

little scoop. 














One pull, and it’s Open! 


The new Quik-Serv Envelope designed especially for 
manufacturers of powdered products 


Quik-Serv, sample shown above, can be 
easily filled; sealed tight; shipped anywhere; 
and instantly opened by a single pull on the 


bottom tab. 


Then voila! the contents flow down through 


the opened end as down a scoop 
into cup, glass or bowl without 
waste, without fumbling or fuss. 

For those who put up individ- 
ual-portion powdered products, 
whether food, drug or cosmetic, 
Quik-Serv is the ideal package. 
Can be made to specified sizes. 


Quik-Serv is but one of the countless im- 
proved envelopes and bags made by the 
Kellogg Transparent Container Department, 


which converts Glassine, Cellophane and other 








IDEAL FOR— 


Cocoa, Chocolate 
Pulverized Coffee 
Seidlitz Powder 
Bromo-Seltzer 
Cosmetics 
Bicarbonate of Soda 
Seeds, Plant Foods 
Bath Salts 

Gelatine Products 
Cereals, Spices 








Manufactured Exclusively by 


transparent cellulose materials to the require- 


ments of manufacturers from 
Maine to California. 

Special transparent contain- 
ers made to fit your needs. Send 
samples and specifications of 
your product for packaging sug- 
gestions and allow us to make 
quotations. 


P. P. KELLOGG & COMPANY, DIV. 
United States Envelope Company, Springfield, Mass. 


PRINTED ON TOWN CRIER TEXT— ONE OF THE LINWEAVE PAPERS 








and BETTER QUALITY of High Speed 
Multi-Color Printed Labels and Cartons 


Consider the LOWER COST | 























A FEW WORDS ABOUT 

CLAYBOURN PRESSES 

AND PLATE-MAKING 
EQUIPMENT 


Claybourn presses are built in a wide 
range of sizes to print from 1 to 5 
colors in one operation on either 
paper or carton stock. 


The main factor in this method is 
the use of a non-stretch perfected 
and treated printing plate, made 
to such precision that it requires the 
minimum of make-ready. 


Modern mechanisms make possible 
the starting of a multi-color press 
faster than the ordinary printing 
press, printing at three times the 
speed and up to 5 colors in one oper- 
ation, yielding equal or better results 
than any known method of printing 
and permitting the examination of 
the finished product at all times. 


Contrast this modern method of 
producing labels and cartons with 
that used by printers who still have 
ordinary equipment, requiring many 
operations. Modern competition 
demands the elimination of waste, 
and to that end challenges the en- 
tire printing industry. 


Claybourn Equipment 
prints 5 colors at one time ata 
speed of 3000 sheets per hour 


Never before has the label and carton been so important a factor 
in the sale of a product. Labels and cartons of one color, printed on 
stock of no distinction, have no chance today in the competition for 
attention which takes place on every dealer’s shelf... . Better pack- 
age appearance stimulates sales, and a multi-color label or carton 
well designed and printed brings big returns .... It is difficult to 
print large color sheets in separate operations and maintain register. 
The same job printed on a Claybourn Multi-color press assures per- 
fect register, brilliancy of color and perfect results in every respect. 
The operator is examining a finished product as it comes from the 
press, and can immediately detect any imperfections and correct 
them .... Therefore, Claybourn equipment offers both the printer 
and the buyer decided advantages. This equipment permits operation 
at high speed with perfect register, at lower cost than is possible with 
less efficient equipment ....If you print your own labels or cartons 
investigate the quality and economy factors of our presses, and if 
you buy printing ask for a printer who uses Claybourn equipment. 


CLAYBOURN CORPORATION, Milwaukee, Wisconsin 


The CLAYBOURN 


METHOD OF PRECISION PRINTING... WITH 
CLAYBOURN PRINTING & PLATE MAKING EQUIPMENT 
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VOTE FOR MODERN PACKAGING 


as FIRST CHOICE 
é 


N a survey of business publications in the packaging field 
recently conducted by an advertising agency in the 
interests of a client, letters were mailed to 3,023 repre- 

sentative firms in the packaging industries. 


They were requested to write the names of three publications 
in the packaging field that were of greatest interest to them. 


The returns showed that 82% per cent of the ballots 
mentioned MODERN PACKAGING as first choice. 





This indisputable evidence of the preeminent position occu- 
pied by MODERN PACKAGING, explains the unusual pulling 


power of the publication as an advertising medium. 


If you have a product that can be used to advantage by the 
packaging industries, let MODERN PACKAGING present 
your sales message to the executives in more than 9,000 
of the largest plants where packaging is a factor. May we 
send you further details, together with some interesting 
pamphlets regarding the packaging industries market? 


MODERN PACKAGING 


Published by 


BRESKIN & CHARLTON PUBLISHING CORPORATION, 11 PARK PLACE, NEW YORK 
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The Box-Top 


—— 


ls Also A LABEL / 










4 It serves precisely the same purpose as an artistic 
4 label and should be just as attractive and ap- 
pealing. 


We have had the pleasure of designing and pro- 
ducing many of the most effective box tops and 





box wraps used on nationally advertised products. 

The box top shown above is an example of the 
splendid design and color work produced by our 
organization. 


If you are seeking something new in the decorative 
treatment or design of your box tops, wraps or 
labels—something that will give style and distinc- 
tion to your package, our designers will gladly pre- 






pare some suggestions for your consideration. 





RICHARD DM. KRAUS E- INC: 


304 EAST 23rd STREET . - NEW YORK 
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PACKAGES IN GLASS} 


CREATED FOR YOUR PRODUCT 





DDING to an ever-growing line of "package 

successes" the Imperial Glass Corp. have just 
produced for Blue Moon Cheese Products, Inc., the 
new Colonial Servette. 


Following closely the well known "Armour" Jelly 
Goblet and the Pantry Maid Compotier, Imperial 
indeed is established as master in the art of “pack- 
aging in glass." 


More interesting to the package user even than 
the perfect workmanship and beautiful appearance 
of these packages is the very evident knowledge 


IMPERIAL GLASS CORP. 


EARL W. NEWTON, Pres. FACTORY, BELLAIRE, OHIO 308 W. RANDOLPH ST., CHICAGO, ILL. 


and skill which Imperial applied in their designing. 
Virtually built for, and around the contents, these 
glass containers have set new standards of beauty, 
utility, and sales value. 


Imperial Glass designers are ready to cooperate 
with you. No matter what your product may be, 
an "Imperial Glass Package" can bring it a new 
prestige and increased sales you never thought 
possible. Imperial Glass is hand made. 


Write to us. We'll be g!ad to sit in on your prob- 
lems with you. 
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ZSOLT ON PRISER Sn A A 


KNOWLEDGE 


Important among Continental's 
resources are those of knowledge 
—of experience — accumulated 
over a quarter-century in packag- 
ing assistance to many diversified 
industries. 





RESEARCH 


In Laboratories completely equip- 
ped with modern facilities, a large 
staff of highly trained specialists 
are ready to solve your specific 
problems. 


P “ 
& 
ia 





DEVELOPMENT 


Here you may be shown how a 
new type of container, or perhaps 
an improvement on your present 
one, can help put your product 
ahead of present-daycompetition. 














DESIGN 


A croup of Specialists ready to 
offer suggestions for improving 
your design or for an attractive 
new arrangement, in eye-compel- 
ling colors. 






LITHOGRAPHY 


Batteries of modern lithographic 
equipment, manned by craftsmen 
and aided by superior printing 
plates made in Continental’s own 
Master Engraving Plants, assure 
the excellence of your containers. 





























Buying Cans Today Is More 
Than Simply Checking Bids 
On Ordinary Type Containers 


N the past year... the last few months... 
| yes, even in the last few days ... there have 
been tremendous advances in packaging and 
design. Are you familiar with them all? Have 
your packages kept pace with this fast-changing 
tempo? 

If you're not absolutely sure as to how your 
package stands in competition with the many 
new packaging ideas of today, check up—see 
Continental at once for a careful analysis. 

For, in the hundred and one questions that 
arise in the packaging of any product these 
days, Continental has the necessary experience 
and the complete facilities to help find the solu- 
tion to your problems. 

Too, there are Continental cans available that 
are widely adaptable, thoroughly protective 
and economical, in sizes, shapes and styles to 
meet every need. Then, there’s the benefit of 
the collective experience of over 27 years. 
completely equipped Research Laboratories... 
a Department devoted to the development of 
new package ideas... specialists in Packaging 
Design ... skilled lithograph craftsmen and 39 
manufacturing plants strategically located from 
Coast to Coast. 

That's a packaging service that you can't 
afford to overlook. See Continental first! 
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WRITE—WIRE—PHONE 
The Sales Office Nearest You 


Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 


Boston, Mass. 
131 State Street 
Hubbard 7172 

o, Ill. 
4622 West North Ave. 
Spaulding 8480 


Cincinnati, Ohio 
2510 Highland Ave. 
Jefierson 2201 


Denver, Colo. 
3033 Blake St. 
Tabor 4261 


Detroit, Mich. 
1900 East Jefferson Ave. 
Fitzroy 3292 


Houston, Texas 
Room 910—Second National 
Bank Building 
Preston 8674 


Kansas City, Mo. 
Guinotte & Lydia Aves. 
ictor 7250 


a A rein ls ta ee 


LET AN EXPERIENCED 


CONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 


HE Continental Representative, skilled in “Pack- 
T aging to Sell,” offers the knowledge and ex- 
perience gained thru many years of helping 
solve the package-problems of many diversified 
businesses. 

He also offers the advantages of Continental's 
large resources—39 plants strategically located 
from coast to coast... sales offices in principal 
cities . . . completely equipped research and 
development laboratories ... a skilled organiza- 
tion of engineers and designers—all “Partners 
in the Business,” with a deep personal interest in 
serving you well. 

You will find it to your advantage to consult a 
Continental Representative. Write, wire or phone 


the sales office nearest you. 


Los Angeles, Calif. 
3820 Union Pacific Ave. 
Angelus 7111 


Nashville, Tenn. 
500 Benton Avenue 
Phone 6-6682 


New Orleans, La. 
521 North Scott St. 
Galvez 4145 


New York City, N. Y. 
100 East 42nd St. 
Ashland 4-2300 


Omaha, Neb. 
8th and Dodge Streets 
Omaha 1387 


St. Louis, Mo. 
P. O. Box 1242 
Bridge 3550 


San Francisco, Calif. 
155 Montgomery St. 
Garfield 7890 


Wheeling, W. Va. 
Hazlett Ave. & 8th St. 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK CHICAGO 
‘‘It's Better Packed in Tin’’ 


SAN FRANCISCO 











HEN a man bites a dog—that’s news. 
And when a 45-year-old concern such as Metal 
Edge brings out a comprehensive brochure on modern 


packaging—that’s exciting business news. 


2 You may have some acquaintance with the Metal 
ES: Edge packaging method. You may know some of the 
4 many prominent firms that are enthusiastic about it. 
a You probably do know that Metal Edge boxes are the 
’ strongest paper boxes made. But we'd like to wager 


National Metal Edge Box Co. 
334 NORTH 12th STREET 


PHILADELPHIA... PENNSYLVANIA 


SING NERS IE 
DEVELOPMENTS 


that in this illustrated presentation of the whole Metal 





Edge story you will find much to surprise you. 






For example: — would you believe (if you didn’t 






have a convincing photo right before your eyes) that 






the “makings” for eighteen thousand boxes could be 








stored in 24 sq. ft. of floor space? Did you know that 






Metal Edge “flats” now come in 9 beautiful colors, 


with as many colors of metal stay to harmonize or con- 















trast? Do you know ofthe important improvements that 
have been made in the Metal Edge method—a method 
by which firms assemble their own boxes as needed, 
as an integral part of their production systems? 

Whether or not you believe your firm can use the 
Metal Edge packaging method advantageously—if you 
wish to keep up with “the latest” in the packaging 
field you will want to see this Portfolio. 


“Your copy, Sir!” May we send it? 


NATIONAL METAL EDGE BOX CO. 

334 N. 12th St., Philadelphia, Pennsylvania 

Please send copy of new Metal Edge packaging portfolio, 
without obligation. 
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HERE Is our 


ANSWER 


To Packaging Executives Who Ask: 


“Whatis Your Experiencein Our Field? How Long: 


eagle Cartoning Machines and other 
types of Redington packaging machines are 
doing day-by-day work in practically every 
branch of industry producing packaged products. 

The Food Industries, for instance, since 1917, 
have been using Redington Cartoning Machines. 
Year by year the number used for cartoning 
packaged foods grows. In Drugs, Proprietary 
Medicines and Cosmetics since 1915. Soap 
since 1916. Razor Blades for the past 14 years. 
Chewing Gum since 1900—and such products 
as Tooth Brushes, Radio Tubes, Paper Products. 
Rubber Jar Rings, Spark Plugs, Candles, Wax 
Crayons and many others. 

Your packaged products may not fall under 
any of these classifications. If so, remember that 
time after time Redington Machines originally 
designed to package one product have been 
easily adapted to the packaging of some other 
product in an entirely different field. 

We would like to answer this question in 
terms of your own industry and product. Ask 
us to—without obligation. Send us a sample 
of your product. 








9° 


This Redington Machine 


recently delivered, is one of a number 
which produce the new and greatly im- 
proved package of Baker’s Shredded 
Cocoanut. The inner package (produced 
on other machines) is wrapped in self- 
sealing wax paper. This the machine 
cuts from a roll. The wrapper is heat 
sealed in a distinctive manner. Cartons 
are then fed from a magazine, the wax 
wrapped package inserted and the carton 
closed by sealing the end flaps. 


“If It’s Packaging—Try Redington First” 
F. B. REDINGTON CO., (Est. 1897) 110-112 So. Sangamon St., Chicago, III. 


REDINGTON 


| | Packaging 
Machines 





Economical for Packaging - Cartoning - Labeling - Wrapping 





MODERN PACKAGING 









































LZ 


OCTOBER, 1932 























— 


VOLUME SIX—NUMBER TWO 


Building at Package Around a Produa 


THOUGH not generally realized, cheese packages 
have always had a peculiar failing due to the fact that in 
order to consume the contents the destruction of the 
package was a necessity. The ordinary package of cheese 
is not rapidly consumed like other table necessities or 
delicacies such as butter, jelly, preserves, etc. Then, too, 
the objectionable odor of the average cheese has caused 
many hesitant housewives to let the cheese find its way 


As Related by J. N. Collins 


President, Blue Moon Cheese Products, Inc. 


to the wastepal rather than into the refrigerator. A 
covered dish of some kind offers about the only logical 
and satisfactory way of preserving cheese over any 
period of time. Up until a year ago, cheese manufac- 
turers produced their products in rather large portions 
so that the problem of cheese preservation was a rather 
keen one. Recognizing certain peculiarities of the indus- 
try, Blue Moon Cheese Products, Inc.. of Minneapolis, 





BLUE MOON 
PREADS 


BLUE MOON 
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produced American, Pimento, Roquefort and Limburger 
spreads which were put up in small cup containers to 
retail at 19 cents which was a more or less timely move 
designed to meet the increasing demand for a small, 
economical unit. 

Next came the intimate problem of moving Blue Moon 
from the dealer’s shelf to the customer’s table, making 
it stay there and making it reappear until a genuine taste 
for Blue Moon spreads was developed. The Imperial 
Glass Company of Bellaire, Ohio, collaborated with us 
in the production of the new Blue Moon spread colonial 
servette. In this connection, several interesting problems 
presented themselves. 

First of all, if the servette 
package for Blue Moon spreads it must be for Blue 
Moon spreads only so that its constant appearance and 
use would be an ever-present reminder of the brand 
To accomplish this the servette 


ras to be a container or 


that came with it. 
had to be made to the exact measurement of the Blue 
Moon spread package which was different in size from 
any other brand on the market. No other brand could 


be substituted. To use it for actual service meant to 


fill it with Blue Moon or nothing. 

Next came the problem of placing the glass container 
in the customer’s home as the initial move towards cre- 
ating a demand for Blue Moon. After considering 


several different plans of distribution, it was decided to 
prepare display counter signs into which could be fitted 


actual servettes, each one filled with a cake of spread re- 
moved from the foil. Thus the display of the container 
itself was obtained, together with the “appetite appeal” 
created by the showing of the product. An additiona! 
idea which served to increase the individual sales un‘t 
from a single package up to three packages, was the offer 
to furnish the customer one of the servettes free of charge 
with each purchase of three packages of Blue Moon 
spread, sold individually for 19 cents or three for 37 
cents together with the servette. It is my belief that there 
would be far greater consumption of cheese if it were 
regularly placed on the dining table. One reason such has 
not been the case is the very evident difficulty of handling 
cheese in the home which will of course be overcome 
when the servette is brought into popular use. 

When all details for public offering had been com- 
pleted, the counter display cards, window fliers and news- 
paper mats were prepared. The first carload of servettes 
was put into experimental sale in Minneapolis while the 
second carload found its way to Baltimore and Wash- 
ington. Present demands from various distributors of 
the Blue Moon cheese products are taxing the facilities 
of the Imperial Glass Company far beyond capacity. 
Carloads are being shipped as fast as they can be pro- 
duced and the packaging at the factory is being speeded 
up to a point where as this goes to press a volume of 
600 dozen servettes will be turned out daily. 

Altogether the plan of Blue Moon Cheese Products, 
Inc., is a novel and intelligent use of a package actually 
built around a product which, before the servette was 
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created, had proved a difficult stumbling block to its 
progress and consumption. No definite claims or figures 
are available, but it is expected that with the introduction 
of the servette all previous records for the sale of Blue 
Moon spreads will be shattered. 

Shown below is a view of a permanent packaging ex- 
hibit recently installed by the Union Bag & Paper Cor- 
poration in the main lobby of the Woolworth Buildiiig, 
New York City. The subject of packaging is now of 
such wide-spread interest that potential users of the coim- 
pany’s products are to be found in a great number of 
unrelated industries. For this reason it was thought that 
among the thousands of people, representative of every 
line of business activity, passing through this building, 
a large proportion of them would have a real interest in 
modern packages and welcome an opportunity to sce 
them as actually used, and, to a certain extent, of course, 
learn of their competitors’ doings. So far the company 
has been very much encouraged from the results obtained 
from this display, not so much from inquiries for the 
actual packages shown, but the possibilities suggested for 
other products suitable for these types of containers. 

This exhibit is composed entirely of transparent Cel- 
lulose bags showing the packages as actually used by 
customers. There are three distinct types of bags 
shown: all-transparent bags used mostly for candy, 
nuts, grocery products, etc.: window bags (transparent 


cellulose combined with other papers) used for larger 
packages such as shirt, pies, bread, etc., and the triplex 
coffee bag, a double wall bag having an outer covering 
of moisture-proof transparent cellulose. In this dis- 
play there are twenty-three distinct products shown. 

It is the company’s plan to change this display fre- 
quently in order to show the entire line of products 
which range from bags in size to hold a postage stamp 
to rugged double wall 100-Ib. sacks. 





Double Weighing im Powder Box Filling 


By E. S. Davis 


“CHECK AND DOUBLE CHECK.” Like the most 
ardent efficiency manager, the packaging machines in 
operation at the plant of the Armand Company, cosmetic 
manufacturer in Des Moines, Iowa, see to it that every 
package receives the exact amount of powder stipulated, 
with no possibility of a slip-up. This is accomplished by 
automatic fillers provided with two sets of balance scales, 
and according to H. W. Miller, superintendent of the 
cosmetic factory, has resulted in a saving of time and 
powder and has done away with the chance of half-filled 
boxes. 

The powder enters each machine by means of two 
chutes that serve the individual rotary auger feeds. Each 
chute is equipped with a balance scale and an electrical 
contact trip, so that when the required amount of powder 
is in the box the scales tip and the box moves on. The 
top of the drum used when the box is being filled is 
really the bottom of the filled box. By filling the drum 
upside down, the sealed paper which tops the finished 
package remains intact and presents a smoother finish. 
This drum is placed on the conveyor and travels to the 
first chute to be filled, on to the second chute for the 
final weighing and then on till it reaches the glue table. 
If, when the box reaches the second set of scales, it does 
not have the exact amount, by means of automatic trip 
every other part of the process stops until this box bal- 
ances the scales, moves on and starts the machinery 
for the continuance of operation. 

“We know by this double weighing system that the 


boxes are uniform to a small fraction of an ounce,” Mr. 
Miller says of their recently installed machines. ‘“Be- 
fore we had these, we had to weigh a box out of every 
thousand to satisfy ourselves that we were averaging 
the prescribed amount. Naturally, some of the boxes 
had more powder than necessary, and there were also 
instances of boxes slipping by before they were entirely 
filled.” 

At the glueing table, the packaging process is con- 
tinued. By means of electrical coils, the glue is kept at 
the proper temperature and the bottoms of the containers 
are glued on; the lids come next and the well-known pink 
and blue Armand bandbox is ready to be packed into 
cartons. All face powder is allowed to age at least three 
months here before it can be shipped for sale. 

There are four filling and weighing units used for 
the face powder, one for each grade of powder manu- 
factured there, and each machine is kept exclusively for 
its own texture and shade of powder. Seventy-five 
boxes a minute are filled by each machine. 

The cold cream is packaged in somewhat a similar 
manner here, but the liquid measure is used in two por- 
tions, instead of the balance scales. The cream while 
still warm is poured into the jars until they are about 
three-fourths full. These jars then travel along nine sets 
of belts during the cooling process. At the end of this 
is the second part of the filling process, where a last coat 
of cream is put over the cooled first layer, to give a 
velvety finish over the top. 
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To the right is something new in counter displays— 
a box within a box that displays on four sides. The 
patent was obtained on the overhang of the display, 
thus showing the side and end of the package. The 
outside box shows two dosen tooth brushes and the 
imner one is constructed to carry an extra supply of 
to dozen more. Packages can be removed without 
any difficulty because of the overhang. As the brushes 
are piled one on top of the other, the display takes up 
minimum space on the counter. Both the display and 
the design were created by Arthur S. Allen for ihe 
Pro-phy-lac-tic Brush Company of Florence, Mass. 
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New Tetcke I. 


In redesigning the six packages for Pabst cheeses a Ma 
direct appeal is made to the American appetite pru 
Family resemblance is built up throughout layout and inte 
lettering, and easy identification of the different cheeses cas 
is accomplished through variations of color: Brick the 
American is orange; American, yellow; Swiss, light to 
buff; Limburger, darker buff; Pimento, pink, and des 
Pabst-ett, light red screen pattern. Background for and 
all the designs is a clean ivory, and the lettering bac 
throughout brown. All the packages are varnished, sid 
heightening the effect of freshness and cleanliness. Ke 
Credit for these designs goes to Fred Hauck of 

Batten, Barton Durstine & Osborne’s Chicago office 


Shown at the left is an example 
of a “de lux” package for cigars. 
A strip of cedar veneer is placed 
directly around the cigar and 
then wrapped in transparent cel- 
lulose with the identifying band 
on the outside. The cigars are 
then packed in a_ bevel-edged 
paper box such as is shown on 
page 74 of this issue 
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In Packages 


Making excellent use of available display space, the 
printed label used by Reefer’s Flowax offers an 
interesting and pleasing combination of colors with 
easily legible lettering. The background is blue with 
the block lettering in white. An orange circle serves 


to spot-light the trade name of the product, and the 
description below leaves little doubt as to its purpose 
and advantage. The design is carried on both front and 
back panels; instructions for use are printed on both 
side panels. The design was planned by E. Leonard 
Koppel and the printing done by L. Kehlman Company 










Johnson & Johnson introduce 
the novel combination shown 
at the right—a Tek tooth 
brush and a glorified nail slick, 
“Manikcew'’—-the latter in a 
pastel shade to match the 
handle of the brush. As may 
be seen, the band around the 
Cellophane -wrapped tooth 
brush carton is provided wiih 
tabs that hold the Manikew 
in place thus affording ad- 
vantageous display 








Upside down it is, but this arrangement affords an 
interesting and attention-getting use of the label that 
Johnston's has selected to use on the new Milk Choco- 
late Fudge package. The company designed the label 
—red and white—which is so planned as to extend 
down both sides and over the top (er bottom really) 
of the glass jar. Unusual, but capable, we think, of 
prompting the dealer to give it prominent display 
space and, in turn, securing attention from customers. 
The product itself is quite new and will be sold 
through grocery and drug stores and soda fountains 


Tek pRUSH : 
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Editorially Speaking 


On November ist we of Mopern 
PACKAGING, as well as Packaging Cata- 


log, together with the old lares and 


We Trek 
Northward 


penates, move to new quarters at 425 Fourth Avenue, 
where we will occupy the tenth floor. Not in strict 
accordance with Horace Greeley’s advice perhaps—for 
we go north—but a move at any rate, and in the direc- 
tion which has been taken by many businesses and other 
publishers during the past few years. 

The address, 11 Park Place, has become a familiar 
one to us and to our friends, and our departure from 
the old haunts is tinged somewhat with a feeling of 
regret. But the growth which MopERN PACKAGING has 
consistently enjoyed since its founding has called for 
increased service to readers and advertisers, requiring 
added personnel and facilities. To properly house these 
activities demands larger quarters. 

In the first issue of this publication, in an announce- 
ment of its aims and purposes, we wrote: “A business 
paper must render service if it hopes for the support of 
its readers, the extent of that support being in direct 
ratio to the value of the service given, so that obviously 
there must exist, first of all, an industry, trade, business 
or activity in which there is need for the general dis- 
semination of ideas pertaining to the particular opera- 
tions of that field of endeavor.” There was little doubt 
at that time that packages were ‘‘on the way’”—that the 
recognition of the package as a potent force in merchan- 
dising was established and a progressive growth assured. 

Widening and increasing activities continue to char- 
acterize the packaging industry. Improved equipment 
and facilities for package production, greater variety in 
utilizable materials and more consequential designs are 
available, and are becoming increasingly so with each 
season as the demand for more economic and practical 
methods of merchandise distribution become apparent. 

Such a condition has exacted increased responsibilities 
from those who serve the packaging industry and from 
those who would be served by it—increased efforts from 
supplier and consumer. In its position with the former 
group, MopERN PAcKAGING has sensed a duty beyond 
that of a disseminator of so-called “trade” news and ad- 
vertising, and has endeavored to meet it. 

It has been the aim of the publication to render such 
service as will enable the package to perform its funda- 
mental function—that of selling goods. To do this has 
required more than just the details of ordinary business 
paper publishing. But such, we feel, is properly within 
the standards to be set by a magazine that merits the 
support of the packaging industry. Market research; 
close cooperation with suppliers and consumers of equip- 
ment, advices on materials and design service; analyses 
of potential extensions in the field of package production, 
sale and usage are but a few of the activities which have 
been included in the curriculum of MopERN PACKAGING. 
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We need more room in which to do these things. For 
long, too, we have cherished a plan which would enable 
a substantial showing of packages and the various ad- 
juncts that enter into the construction and assembly of 
packages. In our new quarters this is to become a 
reality, for a major portion of the space will be devoted 
to an exhibition room in which will be displayed an ex- 
tensive collection of packages, old and new. We feei 
that a permanent exhibition of this sort fills a much 
wanted need within the packaging industry and estab- 
lishes a suitable and pleasing gathering point for the 
mutual benefit of our readers and advertisers. 

We are looking forward to the opportunity of having 
you “look us over.” In the forthcoming issue we plan 
to include further announcements, awaiting in the mean- 
time the convenience and progress of the work being 
done by architects and decorators. The move, we know, 
will enable both Moprern PACKAGING and Packaging 
Catalog to serve the packaging industry in greater 
measure. . 

The primary objec- 


tive of the 
committee on industrial 


Improved Machinery— 
Lowered Costs 


rehabilitation, we learn, is to set in motion 
of orders for improved equipment and machinery which 
will extend, in their effect on employment and spending, 
from the factory back to the farms, the forests and the 
mines.” A. W. Robertson, chairman of this committee, 
recently stated: “The progress of industrial maintenance 
has been interrupted to such a degree that today more 
than 50 per cent of the machinery, equipment and plant 
facilities in American factories is obsolete. The fact that 
in these last three:years there has been more rapid im- 
provement in equipment design than in any period in our 
industrial history: makes the condition that much more 
Replacenrent has not kept pace with this engi- 


Hoover 


‘ 


‘a succession 


urgent. 
neering advance.” 

Aside from having a direct effect on employment, for 
obviously the manufacturer of improved equipment will 
make use of additional labor and increased hours of 
work, such a movement is clearly along lines of efficiency 
and economy for the producer of packaged goods. 
There are, without number, instances in which merchan- 
dise sales have been maintained in constant or increasing 
volume through the use of properly planned packages. 

In many cases it has been proved that the additional 
cost necessary to obtain an improved package has been 
more than offset by increased sales. Some manufac- 
turers are willing to permit such costs to stand wiile 
others, appreciating that additional profits can accrue 
through savings that are possible in packaging opera- 
tions, have benefited accordingly. 

Through the adoption of higher speed packaging ma- 
chinery, straight line automatic units and other equip- 
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ment, now available, it has been possible to effect 
appreciably lower costs for packages. 

Equipment replacement or rehabilitation is simply 
eood lusiness insurance and merits serious consideration 
in good times or dull. The progress made by package 
machinery manufacturers has been so distinctly along 
lines that assure substantial returns through the reduc- 
tion of package costs that none who are selling with 
packages can afford to overlook its importance. 


¢ 


“The greatest service that a 


Planning Reuse reuse container ordinarily can 


Packages 


a temporary expedient to introduce a new product, or 


render would be in the nature of 


obtain new users for an established product. A special 
container or some accessory would be the basis for a 
special offer limited in time.” 

So we read in a recent folder issued by Anchor Cap 
& Closure, and it seems to us to be pretty sound opinion. 
Of course if one goes in for collecting, he may be willing 
to continue the purchase of some particular item offered 
in a reuse package, for an indefinite period. But the 
conservative or practical buyer, accustomed to weigh 
values in terms of the packaged product, may raise the 
question as to the justification for an increased price— 
if such is the case—or, if there is no increase in price, 
he or she may have some doubt as to whether the quality 
of the product is maintained. It is well to bear these 
points in mind when a reuse package is planned. 


o 


l There is something of a stew over 
Why Emulate | 
a recent announcement made by 


The Oyster? the Bureau of Fisheries regarding 


oysters. It seems that—both from humane as well as 
the practice of giving the oyster an 





efficient motives 
anaesthetic before he is dragged out of his shell is to be 
recommended. 
into the land of dreams and offers no objection to part- 
3ut such a pronouncement is greeted 


3y such a method, the oyster slips off 


ing with his shell. 
with protests from lovers of the “succulent bivalve’— 
no oyster is worth eating unless he is reluctant to open 
his shell, it is claimed. And so the matter stands; to 
chloroform or not to chloroform. 

But if research is to be continued in the direction of 
encouraging such disgorgement, why not experiment 
with inanimate things as well? For instance, we have 
come across any number of packages that almost defied 
anyone to open them. Perhaps it might be that some 
satisfactory solution can be mixed, distilled or titrated 
which, properly applied, will effectively make the con- 
tents of the package available, thereby saving the manu- 
facturer, who uses such a package for his merchandise, 


the need of obtaining a package which affords a sim«le 


KC Churbex. 


opening, 


Ruminations of a Package Addict 


Ben Nash, in an article published last month, for- 
sakes “A little touch of Nature” when he quotes, “Ad- 


versity makes all the world akin.” And we ponder over 


his reminted phrase with the conviction that the accent 
should be on the first syllable of the last word. * * * 
Earlier this year T. Swan Harding, writing in The 
Nation, paid an indirect compliment to the genii who 
study the foibles of the discriminating consumer—and 
package accordingly. Quoting a government survey of 
honey sales, bee sweets offered in glass jars was found 
to bring 10 cents to 15 cents more than in tins of the 
same size. And 5-pound tins sold for 23 cents per 
pound while 2-ounce glass jars sold at the substantial 
figure of $1.20 a pound. * * * Just a few more dis- 
coveries like this, and containers will be made by the 
folks who now engrave the Lord’s Prayer on the heads 
of pins. * * * We like the chocolate-and-tan cartons 
that convey “Stickney’s Stuffing” to the consumer be- 
cause of its lettering and appropriate artwork. * * * 
And since we note they are Spice Millers, we nominate 
them to ponder over our recent suggestion to step up 
spice sales. * * * That some attempts at modern pack- 
aging fail because package design is sometimes confined 
merely to the art end, was demonstrated when the Vel- 
down Company tested their new package against the old 
(which was not so old, either). “Handies,” the newer 
package, won easily because Industrial Design, Inc., gave 
that significant name to the cleansing tissues; indicated 
the number packed, and mentioned the contents. We 
think those reasons accountable, although the designers 
felt that the color scheme was a factor. * * * Asa 
matter of fact, all colors are represented by so many 
successful packages that we feel its relation to sucess 
is in the manner used, rather than the shades selected, 
so long as they harmonize. * * * That “spit” was a 
horrid word long before “Cremo” ads decried it, is evi- 
dent from the label of a proprietary medicine sold 102 
years ago—“Dr. Jayne’s Expectorant. * * * Which 
ieads up to the fairest chuckle since 1929. Someone who 
should have known better expressed the opinion that the 
early Victorian scene on the wrapper was “‘still in ex- 
cellent taste.” Perhaps the writer was hypnotized by the 
legend, “Alcohol 13 per cent.” * * * But even then, 
he described the scene as Biblical, though the terrified 
lassies are wearing bustles, and the heroic male is defend- 
ing them with a rifle! * * * Making the name mean 
something is also exemplified by the new Mennen 
“Brushless” Shave, another of the season’s better pack- 
ages. * * * Merchandising being so close akin to 
packaging we feel justified in saluting R. H. Macy & 
Co. for the little placards that grace their display tables 
and their news-ads, ‘Millions think prosperity has re- 
turned; what do you think?” * * * The Hoffmann 
3everage Company takes a prominent part in conveni- 
ence packaging of late. So much so that this scribe 
carries home three bottles with less sense of burden than 
a single one was before. 
M4. 
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By Ann DiPace 


IT’ MAY BE an old story for this advanced day. 
And, certainly, one MopeRN PACKAGING has oft  re- 
peated. The fact remains, however, that another large 
industry finds its market developing by the adoption of 
the ever increasing importance of modern packaging 
methods. The prosaic routine of business life, hum- 
drum yet possessing more than a touch of the romantic, 





has taken on new life—a stimulating one for those on 
whom it falls to supply the many little, ordinary acces- 
sories with which the cogs revolve. 

It is only a little more than a year ago that Corona 
typewriters startled the public by their advertising cam- 
paign featuring a “package” for the product. From 
time to time, various manufacturers of paste, ink and 
pens and pencils have made forward merchandising 
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Entirely different in technique and 
style, each of these packages for 
carbon paper possess attention value 
and artistic feeling. At upper ieft 
and lower right, two packages from 
L.C. Smith & Corona Typewriters, 
Inc. At the upper right, the Rem- 
tico package, showing the duplica- 
tion of the box cover design on the 
folder cover; lower left, Carter’s 
smart package jor its Midnight 


carbon paper 


Artistic oo = Applied to Office a 


strides by adopting a new dress for their products, 
thereby increasing sales and making the public con- 
scious of these products by giving the latter an eye- 
attention appeal. 

Eversharp pens and pencil sets have a new as well 
as an increasing market, due, almost entirely to the 
dominating package in which they rest. Waterman's, 
similarly, made the public conscious by colorful and 
arresting packages for their products. The Eberhard- 
Faber company were able to create and successfully 
sponsor an entirely new advertising and merchandising 
campaign by a combination of redesigned products and 
packages. Paste manufacturers have taken advantage 
of improved methods in packaging to make their prod- 
ucts popular with the public. And last, but not least, 




























Although the improvement was not 
radical, Thaddeus Davids Ink Com- 
pany increased sales by changing 
ihe bottle and cap for its stamping 
ink; Davids’ Semi-Liquid Paste and 
Il hite Paste incorporated improve- 
ments in design and containers, and 
improved construction and up-to- 
date designs in Mittag & Volgers 
typewriter ribbon boxes made these 
' products more acceptable 





ink manufacturers, supposedly through new ideas in the 
merchandising of their products but, actually, through 
the medium of packaging, have founded an entirely new 
market. 

Illustrations on these pages show but a few of the 
many new and improved office equipment supplies which 
have found ready acceptance, in that vast field of office 
workers, primarily because their seiling points have been 
enhanced by the simple expedient of modern and attrac- 
tive packaging. Contributing toward these improve- 
ments are transparent cellulose, molded plastics, metal 
seals and, basically, appropriate and well designed 
packages. 

In the latter group, carbon paper seems to have made 
the greatest strides. The L. C. Smith & Corona com- 
pany, the Remington-Rand company and the Carter's 
Ink Company, each have developed packages not only 
with true originality and appropriate and saleable mer- 
chandising features but with a definite artistic feeling. 

Secretarial Brand carbon and typewriter ribbon, com- 
prising one of the two package merchandising ideas 
recently brought out by L. C. Smith & Corona Type- 
writers, Inc., were designed and packaged primarily for 
an exclusive quality market and represents the first 
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known attempt to inject the “class” idea into the supply 
equipment field. 

The package for Secretarial Brand ribbon comes in an 
arresting silver, green, white and black box with hinged 
cover and is wrapped in wax paper, gold foil and Celio- 
phane. The Secretarial carbon paper is packaged in a 
box of the same color combination with an open end, 
containing four protecting folders of twenty-five sheets 
each. 

A feature of the introductory campaign on these two 
products was the special Introductory Gift Package—a 
container of unusual charm. Designed in black and 
silver and gold lined, the package with the top hinged, 
contained one box of carbon paper of twenty-five sheets 
for sampling and a box of ribbon which nestled in a 
cut-out gold paper covered compartinent at the top of 
the interior of the box. These gift packages were dis- 
tributed to secretaries to high executives and represented 
a decidedly new presentation of a prosaic item by the 
importance of its attractive set-up. 

The second carbon paper package from this company 
differs entirely in presentation and packaging method. 
The development of Protectopack which, incidently, was 
made prior to the development of the Secretarial Brand 
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carbon paper and typewriter ribbon, followed a careiul 
investigation of the needs to which carbon paper was 
used and the methods of packaging. 

The investigation showed that there were two markets, 
one in offices and one consisting of individual buyers, 
due to 
The 


former packaging method usually consisted of a roll or 


both in which there was a tremendous waste 


packaging methods and careless handling by users. 


flimsy envelope containing many sheets of carbon paper. 
In the case of the individual buyers, the retailer con- 
sumed much time and wrapping materials in selling a 
few sheets of paper and in the offices quantities of sheets 
were passed out to operators in a flimsy or no envelope 
at all, which resulted in creased or curled paper before 
the entire supply was consumed. On the basis of this 
survey, therefore, Protectopack was developed. 

A package of twelve sheets of Type Bar carbon paper, 
Protectopack comes in a heavy cardboard flap folder, 
artistically carried out in two shades of grey with a 
diagonal band of red and white for the company and 
brand name and, in the upper corner, the trade-mark 
Wrapped in Cellophane, the package has made 
For the retailer, it offers the advan- 


design. 
a decided appeal. 
tages of economy in time and wrapping costs, increases 
in unit sales, elimination of broken boxes and, on the 
In the 


offices, it constitutes a decided economical factor because 


consumer’s part, convenience and satisfaction. 


of the decrease in soiled unused paper. 

Following the idea of large manufacturers in other 
industries, the Remington-Rand Business Service, Inc., 
announced the adoption of a definite design and color 
scheme for the identification of ali its products. The 
package for Remtico brand of carbon papers was the 
first item developed and is a modern design in a rich 
combination of black, silver and green with the covers 
hinged on the left side. The containers for the light and 
Another view of the new containers for Davids’ stamp- 
ing inks with their harmonious phenol resinoid closures 

and substantially shaped containers 
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heavy grades of papers, however, have a center hinge. 
The packaging note of this company’s carbon papers, 
though, is the reproduction of the box cover design and 
color scheme on the covers of the folders. 

The Carter’s Ink Company goes one step farther in 
product identification in the development of its Midnight 
carbon paper package. In biack, silver and blue, it 
carries on the cover an artistic design representing the 
sky at midnight. The cover of each folder, containing 
twenty-five sheets, also carries the identical design, but 
the styling feature of the entire package is the duplica- 
tion of this design in silver on the back of every sheet of 
carbon paper—a note of delicate harmony and _ beauty 
which, the company states, helped to increase sales. 

Convenience in the use of its products by the utiliza- 
tion of modern packaging materials forms the key-note 
of the talking points for the products of the Thaddeus 
Davids Ink Company. A handy dispensing bottle of 
octagonal shape, easy to hold and with a rubber spreader 
top in place of the former jars, brushes and tubes with 
their consequent messiness, features this company’s semi- 
An eye compelling tube* in 


liquid paste and mucilage. 
three shades of blue and white with harmonious design, 
presented a new appeal for David’s White Paste when it 


took the place of the former package. And the bottles 
for this company’s stamping ink acquired new dignity 
and charm by an improved shape and phenol resinoid 
screw caps.” The latter proved much more satisfactory 
to consumers because of the ease with which they are 
removable and the prevention of soiled fingers. 

Fully realizing the importance of the package, Mittag 
& Volger, Inc., introduced modern and attractive metal 
boxes® a short time ago for their M & M and Eureka 
brands of typewriter ribbon. With beveled edges and 
covers, making them much easier to open and preventing 
the possibility of cutting the (Continued on page 73) 
The Speedo containers which show the cosmetic influ- 
ence. It is the first known type cieaner to be packaged 

ima small, convenient and attractive bottle 
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Labels, and the Part Fiery Play 
im the Big Parade of Packages 





— NONE OF US would think of 
buying anything without a label or an 
equivalent mark of identification. Yet, 
as we gaze on every side, can it not 
be truthfully said that many a wortiy 
product lacking a good label has 
slipped into “packaging oblivion,” and 
in the same breath is it not true that many an inferior 
product has enjoyed meteoric, if momentary, success 














because of presentation to consumer? This brings us to 
the point. A label can make a product but a product 
can never make a iabel. 

Individualism in labels, as in all things, is the goal we 
all strive for. Unfortunately, however, unless this in- 
dividualism is covered by all manner of copyright and 
registration it is short lived, particularly so if temporary 
success crowns the effort. Times without number have 
inferior products had spurts of success by following in 
the van of the leaders, never close enough to be just like 
them, but just close enough to be confused as one of 
them. 

Basically, packages live and breathe the spirit their 
originators build within them. The formulae or scien- 
tific research that evolves the contents, the carefulness 
a combination 





with which the container itself is selected 
of accessability, durability and appearance must be had. 
Now, we come to the label. It must tell everything in 
the smallest space possible. It must embrace within its 
borders an attractiveness that draws the eye. Eye appeal 
does one of two things. It arouses the desire to possess 
or it arouses curiosity. The first is the aim of every 
package designer, whereas the second, only too often, 
results, 

Taste in labels cannot be accounted for generally. 
We have had eras of everything, and so we have eras 
of labels. The label of a few years back presented 
itself to us in the most colorful rainment, whereas the 
label of today is simplicity in the nth degree. This 
simplicity has been quite properly ciassified as modern- 
ism in design. Gradations and two-toning of color 
have aided quite materially. 

Economic requirements have played their part. Pure 
gold and pure sil- 





ver labels find but 
limited use. Syndi- 
cate store merchan- 


WILE 


dising, with its un- 
limited purchasing 
power but with its 
limited unit pur- 











chase price, dictated 



















economies. Paper faced foil, in shades of gold and 





silver effects in varying thicknesses have been developed. 





Keeping pace with this material advance has been the 
improvement of inks and their proper handling, until 
today we have a combination that can be made to meet 
every requirement exacted of the label industry, without 
excessive cost. Bronze coated papers with lacquer base 









have also been improved to the point that they will with- 





stand certain acid reactions. 
Producers of labeis, embracing the materials listed in 






the foregoing have never been too happy in the classifica- 





tion of printers. This characterization is not definite 





enough. The diversity of methods applied to the label 





industry merit inclusion of this productivity as art, and, 





justly so, for it expresses 





the application of knowl- 
edge, ability and skill. Label 
manufacturers have been 
put to the test time without 
number, taxing their talent, 
the possession of which has 
been responsible for the 
marvelous results obtained, 
and which will continue to 
be elaborated upon, not as 

















necessity demands it, but as 
their ability will permit 











them to expand. 











The actual labels shown 






offer a few examples of the 
type of which occupied a 
prominent place in the pack- 







aging parade that was. Also 





shown are others which may 





be described as successors. 





The comparison is purely 












economic. You cannot de- 
tract from the appeal of one 
without at the same time ad- 
mitting the shortcomings of 
the other. One has served 














a purpose, and the other 
will. Fundamentally, the 






success of one against the 





other can never be de- 





termined. 

While on this topic of 
labels, it is interesting to 
note the expressed desires on the part of food product 
packers to simulate packing not kindred to their line. 
This desire is, in all probability, (Continued on page 74) 
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For the Christmas Shopper 


By Myra N. Conklin 


THE INGIENUITY of designers and manufacturers 
of toilet goods packages and novelties is at its height 
during the Christmas season. When we see the plenti- 
fully stocked shelves in the drug and department stores it 
may appear that the development of new items and new 
package ideas has reached the acme of perfection ; noth- 
ing further is possible. And then we find a new item 
developing a unique idea or a distinctly novel group of 
packages that sets off a line to excellent advantage. It 
is at this time of the year, when every manufacturer is 


looking forward to increased business during the Christ- 
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mas holidays, that these new products and attractive 
packages run riot. The time is considered opportune not 
only for the launching of complete new lines and indi- 
vidual items, but also for new packages for combinations 
of already existent products. 

A new line presented at this time avails itself of the 
Christmas demand for something different, and pur- 
chasers making its acquaintance provide an impetus to 
sales that will carry through the year. The addition of 
new products or the repackaging of an old one also af- 
fords an excellent opportunity of emphasizing the eniire 
line by accentuating the new item against the background 
of the oider ones. Many attractive combinations are 
made up of the new items with one or more of the line, 
and in this way the entire line receives new enthusiasm 
and incentive. 

Chanel, with its “Ivoire de Chanel,” has given the 
Christmas trade one of the most attractive lines pre- 
sented this Fall. In the accompanying illustration several 
novel features may be noted. The naming of the line 
in itself is quite a deviation from the practices of this 
company whose perfumes are so well known by the dif- 
ferent numbers. The ivory boxes for the soaps, per- 
fumes and powders have a grained, moire effect which 
gives the semblance of a wooden box. The company 
name, Chanel, in large brown block letters, completes a 
dignified and effective container. Another feature of 
particular interest is the ivory metal cap, fitting closely 
over the cut glass stopper of the perfume bottle. The 
powder box also has a new feature, the entire drum top 
heing of transparent cellulose, thus affording an adequate 
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view of the shade of powder. The soap forms another 
two good sized brown square cakes 





attractive number 
to the box carry out the color ensemble. Pervading the 
entire line is a pleasing, distinctly Chanel bouquet odor. 
The entire line, as would be expected, radiates conserva- 
tism, good taste and characteristic elegance. 

Of the numerous combination sets appearing as attrac- 
tive Christmas gifts is one by Yardley, Ltd. Three of 
the popular Yardley numbers—cleansing lotion, com- 
plexion cream in the novel pottery jar and face powder— 
each fitted into a confining pocket makes up this particu- 
lar ensemble. For the decortion of the octagonal shaped 
box a new design has been adopted this year, developed 
in the warm browns and golds of Fall with a dash of 
Christmas red. Yardley has effected several combina- 
tion sets, all equally suitable for the Christmas gift. 

Another group package is one of Coty’s. Here are 
three new items: a platinum-tone purse perfume case, 
single compact and lipstick to match, in an attractive 
box. By pressing the catch at the side of the perfume 
case the black bakelite top is released and may be lifted. 
This case is a convenient shaped container for the purse 
and affords absolute safety from breaking. The single 
compact and lipstick have been designed to complement 
it. An ivory and gold galuchat paper covered box lined 
with white velvet completes the ensemble. Here, too, as 
in the other packages mentioned, the present trend 
toward conservatism and simplicity is apparent. 

A smart example of the repackaging of an item around 
which the rest of the line may be used to form an attrac- 
tive background is the new metal covered powder box of 
the Rudemar Company. This metal top effected in green 


and gold carries out the (Continued on page 75) 
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Counter display box (above) used 

for Peerless typewriter keys, and 

(below) the individual boxes 

which are wrapped in transpar- 
ent cellulose 


Tonttdine Appeal im Pindionmen = = Keys 
By Morris L. Lewy 


Vice-President, Brooks & Porter, Inc. 


THAT MARKET RESEARCH and its application 
occupy an important and valuable place as one of the 
determining factors in package design or redesign is a 
Who 


buys a given product and where; in what quantity; 


fact which is constantly being demonstrated. 


what are the salient points that establish preference 
in the selection of the package for a given product or 
group of products? These and many other questions 
can be answered constructively when proper market re- 
search is employed. 

A specific instance of this principle and its success- 
ful application is apparent in the new package for rub- 
her typewriter keys adopted and put into use by the 
Peerless Key Corporation of New York City. It was 
found, after a thorough investigation, that women, either 
directly or indirectly, were the principal buyers of type- 
writer keys, thereby determining the need of incorporat- 
ing feminine appeal in the design of the new package. 
The package previously used was printed in an old- 
fashioned mode of drab colors and was unattractive. 
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The newly designed container has been accepted by 
the trade in a most generous way. Printed in silver, 
black and green and, as may be seen from the illustra- 
tion, employing the modern trend in design to clearly 
indicate the contents, make the package a readily sal- 
able one. 

A counter display box exposing the keys through a 
transparent window and made in the same design as 
the regular container, is sent to each dealer for con- 
venient display. Broadsides illustrating the container 
and display in actual color and emphasizing the various 
selling points for Peerless Typewriter Keys are being 
mailed to all dealers. Folders, too, are furnished so 
that each woman who types can learn how to care for 
her fingers and nails and yet perform her work to the 
highest degree of efficiency. 

Peerless Typewriter Keys now enjoy a greater volume 
of business since giving the container that feminine 
touch. Broks & Porter, Inc., package designers and 
manufacturers, created and made this new ensemble. 
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Reproduction of a recent folder issued by 
Anchor Cap & Closure Corporation 


Es: from field or 


orchard or from some final manufacturing process comes this product of yours ... fresh and 


pure and wholesome. Like a newborn babe it comes, so brave and fair, to face the world. But 
like the baby, yy ~~" it is helpless by itself, needing clothes and shelter and loving 
care. ®* Right 4, at the start, as it goes through your plant, through packing 


processes and packaging machines, this little product needs things ...to become the robust com- 





pelling package it should be. It needs an appropriate container to show it off to advantage; its 


color, shape or goodness. It needs a package design to do it justice. And most of all it needs af 


closure that will go on easily, that requires a minimum of labor-cost to apply, and that starts 


it on its journey securely protected. © Then as it goes ON a-traveling, F 
—- 
> 


intrusted to the none-too-gentle hands of careless truckmen, pound. F 


ing motor trucks and bumping freight cars, it needs a sturdy cap that 


will stand rough treatment —a cap that will remain tightly sealed. * Eventually your package 


comes to rest at last—in the warehouse. Where perhaps it stays a day or maybe for weeks or 


months; possibly next to a steam pipe; or up under the roof; or where the air may be unusually 
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= Sal? 


age withstand — and here 

















elements out. It must not allow the package to lose its vacuum, nor the 


eeds af 


contents to dry out or spoil or effervesce or deteriorate in any way. 


starts 


¢ Then out the package goes, on the road again with its jostling and handling, enroute to its 


eling, F 


last way station—the dealer’s store. As it arrives, it must look its prettiest, spick and span 


ound. 


and unmarred. Because if it pleases, the dealer is naturally 


that : 


inclined to give it a break. It may be put right out in 


kage 





front, in his shiniest display case. Or on his busiest 


Ks or 


counter. Or even in that holy of holies—the front show window. * And so, finally, with the 


ally 


help of an appropriate container and a proper closure, our little package gets to market. 


ack: 


@ And here is Anchor’s story...More than a quarter-century’s expe- 









rience has proved that no one or two types of closures can possibly 
serve ALL packing needs. So Anchor has developed the largest line 
of closures in the industry ...a closure for every packing purpose. 


This means that Anchor can supply your package with not only a 





good looking, sales-appealing cap, but one that will carry your pack- 


age safely and surely. 
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ANCHOR 

CAP & CLOSURE CORPORATION 


22 Queens Street, Long Island City, New York + Canadian Factory: Toronto, Ontario 
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Applying the Malsiple Unit Principle im 


Package Printing 
By A. A. Morse 


WITH selling costs increasing, manufacturing costs 
must come down if profits are to be maintained. Every 


manufacturing operation is undergoing the closest 


scrutiny. Wherever possible costs are being cut to the 
bone. Printing, of course, has come in for its share 
of cost-reducing until today printing costs are at their 
lowest in A further decline would seriously 
affect quality. 

Of outstanding significance to every manufacturer 


years. 


using large quantities of printing is the rapid develop- 
ment and increasing use of automatic printing machin- 
ery designed to fit into the production line and to operate 
on a continuous production basis. The use of such 
machines is enabling manufacturers to produce their 
own printing, as they require it, at a cost of slightly 
more than the paper and ink used. Aside from the 
economies resulting from the use of such equipment, 
the fact that the printing operation has at last been 
fitted into the production line and is under the direct 


control of the manufacturer is of great importance. 


The manufacturer who uses ten million labels, or 


package wraps or cartons has a different problem in his 

rhe 

winting he buys must be considered as a_ production 
db - 


use of printing than the average buyer of printing. 


item, to be put into his production line at the packag- 
ing stage of manufacture. He is primarily interested 
in controlling its quality, uniformity and cost as much 
as he is in controlling the items which go into the prod- 
uct itself. 
ing, he must often plan months ahead, estimating his 


Dependent on outside printers for his print- 
requirements as closely as possible. To take advantage 
of quantity production prices he must anticipate his 
needs by several months, in the meanwhile tying up 
considerable working capital in unused printing. Even 
though he operates his own printing plant he faces nearly 
all these problems, as many manufacturers have found 
out to their cost. 

Most of us are familiar with the improvement of 

We use, and are familiar with, 
which (Continued on page 79) 


packaging machinery. 


wrapping machines 








Battery of automatic printing units at plant of Beech-Nut Packing Company 
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Chicopee Maid 


BLEACHED 
Reefers 


NO-MOTH 


CEDARAIRE 


PACKER 


Scalpton: 
EMRE RES or BH 


An economical absorbent cloth 
for all cleaning. dusting. polishing 
and personal uses - 


srieces 





| GENERAI 





Absorbent Clot, 


Bleached 





end personal sevice 
«<> 


4 Preatuct of 


In comparison are shown on this page old and new 
packages, the latter designed by Arthur S. Allen and his 
associates 
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IN THE AUGUST ISSUE of Mopern PackaGING, 
I described some of the old and new package designs 
done before restyling had become the popular profession 
that it is today. The illustration on the opposite page 
shows some of the packages done over within the last 
seven years. 

The new Eveready Hot-Shot and Dry Cell Batteries 
are a marked advance over the old. The old rendering 
of the word “Eveready” with letters outlined in dark 
blue on a light background was greatly improved upon 
by re-drawing “Eveready” and putting it in white letters 
on a dark ground. It is an infallible rule that light on 
dark displays to better advantage and is always found to 
be more readable. 

The General Electric Company’s Edison Mazda lamp 
carton is an important change. On the old carton, which 
was printed in blue on a yellow background, it was al- 
most impossible to get a clear blue. The solid area of 
yellow on a cheap patent board did not give a satisfactory 
result. This difficulty in the printing of the carton has 
been overcome by the new package. The saw-tooth bor- 
der edging the new carton is an interesting and applicable 
design. The arrangement of the name “General Elec- 
tric’ in relation to the trade-mark is also new. The 
border and trade-mark are being used for all General 
Electric Company labels. 

The Packer Pine Tar Shampoo is considered one of 
the most modern of package changes. The old design is 
a confused arrangement of coarsely drawn pine branches. 
The new package is designed from an entirely different 
and more effective angle. The dark center with a simple 
readable letter, and the impression of soap bubbles given 
by scalloped bands shaded from light to dark that 
radiate from the center have made a successful carton. 
Packer’s Scalptone, a sister package, has been equally 
well commented upon. 

The Freihofer cake boxes are important enough to 
warrant a separate article. The old design, as one can 
see, is an antiquated border of scrolls that bear no rela- 
tion to cake. The new design is printed in the same 
number of colors, but by using Ben-Days, it achieves a 
three-color effect. The box itself is of a white board, 
displaying the cake colors to advantage and creating an 
impression of cleanliness and daintiness. The design, 
arranged for all sizes and kinds of cake, has been a 
gratifying success. 

Reefer’s No-Moth package, with its dreary checker- 
board pattern, was a hindrance to the sale of the product. 
It survived in spite of its appearance because it was a 
useful and excellent article. The new package looks like 
the cross section of a cedar plank and is so realistic that 
one can almost breathe the clean tang of a cedar chest 
When looking at it. The idea that it protects as ade- 
quately as the real article is thus put across without 


More Old a New Packages 


By Arthur S. Allen 


words. The willingness of the deaier to display this 
appropriate package has brought it into the prominence 
it deserves and has manifoldly increased sales. 

Chicopee Absorbent Gauze is another good article that 
continued to sell despite its unattractive container. As 
though the blue and black printed on yellow, displaying 
a badly drawn Indian's head, were not enough to damn 
the package, they let the blue print over the Indiaa’s 
face. Our first aim in re-styling the package was to 
make the Chicopee Maid as lovely looking as possible, 
and, by setting her off in a blue panel, give her the 
prominence she deserved. An illustration on the back 
showing how to remove the gauze is useful, as well as 
ornamental. 

Bauer & Black’s adhesive tape package is a marked 
change in color and design. The old box had the 
identifying Bauer & Black sign to one side of the front 
so that it was only visible when displayed facing the 
purchaser. The new design of white lines on a light 
blue background with Bauer & Black in white letters on 
a dark blue ground has overcome this difficulty. The 
title, sub-title, quantity and number are always in the 
same relative position and show well whether on a high, 
square, round or oblong package, and regardless of the 
manner in which they are displayed. 

Bokar Coffee, a product of the Great Atlantic & 
-acific Tea Co., was a well designed container, but due 
to its badly planned color scheme, the effect was thor- 
oughly dismal. A heavy black border around the red 
panel, instead of emphasizing the panel, merged it with 
the brown background. The underlining of the word 
‘“Bokar” only distracted attention from it, while the 
camels were sad specimens of their species. 

The new panel with a gold border instead of the black, 
and all the lettering in white on a low value red back- 
ground is an example of the difference that proper color 
can make. The camels are sturdy and active. It is, on 
the whole, one of the finest packages on the grocers’ 
shelf today. 


Changing trends in industrial design are commented 
upon in the first issue of the third volume of “Design 
in Industry,” a bulletin sponsored jointly by the Newark 
Museum and the Newark Public Library, which has 
recently appeared. Reviewing the recent literature on 
industrial design annotated in the bulletin, a prefatory 
note points out some of the outstanding changes of the 
last two years. “Most noticeable,” the prefatory note 
states, “is an abrupt falling off in the number of articles 
published (in trade papers and journals of design) 
stressing the importance of color. The depression, 
which might have increased articles on merchandising, 
has not done so, yet discussion of new packages as a 
stimulus for more saies holds its own.” 
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This selected group of glass 
packages embody a number 
of pertinent principles in 
design, construction and 
merchandising 


Packages by courtesy of Anchor Cap & Closure Corporation, photograph by Rehnquist. 


Glass Package Shapes —_ )_ _——_ 


THERE ARE THREE primary functions which the 
closure of any package must perform: It should protect 
the contents, facilitate the use of the product and aid in 
the appearance of the package. The interpretation of 
these functions and their subsequent disposal will vary, 
of course, with the requirements of the product manu- 
facturer and his markets. Similar performance is like- 
wise expected of the container, so that it becomes quite 
apparent that a close and definite relationship exists be- 


tween the two—each should complement and supplement 





the other. 

To present various phases of this relationship, to- 
gether with other angles of package design and utility, 
as applied to glass packed products, we show in the 
accompanying illustration a selection of several packages, 
reputedly new. 

The container used for Simco’s Sour-Sweet Spiced 
Pickles would be difficult to improve upon for a product 
of this kind. Short, squatty, substantial, and with a 
mouth just about as broad as the jar, it not only facili- 
tates the packing of the product but, even of more im- 
portance to the consumer, permits easy access to the 
contents. This container will pack well in the cases, on 
the dealers’ shelves or show case and will take up little 
room in the consumer’s refrigerator or pantry. 

Perhaps the manufacturer of Lady Like Furniture 
Polish was a bit envious of the way in which Ziegfeld 
has glorified the American girl. We have seen all 
manner of products glorified through the use of new 
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containers, labels and closures, but this is the first time 
we recall having seen a furniture polish placed in the 
category of a cosmetic, which the manufacturer in this 
instance has apparently tried to do. As to the prac- 
ticability of this, we cannot say, but in any event the 
assembly of bottle, label and closure is an attractive one. 

The outstanding feature of the Peter Piper Old Eng- 
lish Sauce package is the use of the molded cap. Sauces 
of this nature have a tendency to discolor and rust metal 
caps and the use of a molded cap in this instance effec- 
tively offsets that trouble in addition to dressing up the 
bottle considerably. 

The package of Bowl White is one of the most unustal 
packages of the year. But, we ask, why not a wider 
mouth container in which the brush could be inserted? 
With the present container it is necessary to pour the 
liquid into the bowl, stir it with the brush and scrub. 
Had a cylindrical shaped bottle with a wider mouth been 
used, there would have been a slight economy in the 
production of the brush through a saving in metal and 
this would permit the insertion of the brush into the 
liquid, thereby making the product go much further than 
by weakening it by pouring it into the bowl. 

The Stadry package offers appeal from several angles. 
The container used is attractive, simple, sturdy and prac- 
tical and will pack and display well. The use of the 
molded C. T. bottle cap helps further to dress up this 
package and the positive knurling of the cap further 
facilitates its removal, making a very practical package. 

















VISCO 
FILLING MACHINE 


What About Your Packaging Costs? 


Probably they can be cut. It has been done in hundreds of 
plants with a Kiefer Visco Filling Machine,—- 

In the packaging of food products like mustard, jelly, apple 
butter, honey, lard, etc.; drug specialties like salves, ointments; 
toilet articles such as cold cream, pomades, ete.; paint, varnish, 
glue, anything filled in a semi-liquid state. 

One girl (needed only to feed containers) with the Kiefer Visco 
will turn out a steady stream of uniformly filled containers at a 
speed of 25 to 60 a minute, depending on size of package. 

Compare the cost of that with your present method. 

The Visco fills by exact measure—accurate to a few hundredths 
of an ounce. Clean-filling to satisfy the most exacting. No splash; 
no drip; no mess or waste of product. 

Constructed to make it really simple and quick to adjust for 
different size containers, and easily cleaned when you want to fill 
another product. 

Our catalogs tell you about our complete line of machines for 
filling of semi-liquid and liquid products. 

Business is coming back. Be prepared with production costs 
that enable you to get your share on a profitable basis. Write now 
for full information. 











THE KARL KIEFER MACHINE CO., Cincinnati, O. 
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The Hunt Bros. Packing Company De Luxe package 
of preserved strawberries is rather unusual. We do not 
know of any other preservers using a nappy jar in which 
to pack a preserve. Such a container, however, has real 
possibilities and is far more practical, in our opinion, 
than a number of the tall narrow-mouth containers 
which are commonly used for this product. After the 
cap has been removed from the package, the container 
can be set on the table and the contents dispensed di- 
rectly from it. Since there are no threads or lugs, it 
is strange that this type has not been more widely used 
for products which may be placed directly on the table. 
Probably the reason for this has been its cost, since 
nappy tumblers are rather expensive, but there is no 
denying that the package is attractive as well as practical. 

McCormick & Company, as our readers may have 


observed, are dressing up their complete line of pack- 
ages, making them more attractive and more convenient 
in every way for the user. Their Bee Brand Insecticidal 
Shampoo is just another example of that company’s 
progress in that direction. 

The Antinex package is attractive because of its sim- 
plicity. The use of this type of container permits the 
package to be packed easily in a traveling bag which en- 
courages the traveling man to carry this product with 
him and, therefore, use more of it. 

The horseshoe shaped package of Kidee’s is not new, 
in fact we believe that this is one of the oldest shaped 
containers on the market for cosmetics. However, in 
this instance, the manufacturer has modernized the idea 
and has made an attactive package through the use of a 
simple label and a rich, black molded cap. 





W rapping nanil ( artouine a Bars 


WAXED: PAPER in which to wrap bars of H and H 
cleaner soap has been adopted instead of the tinfoil here- 
tofore used by the H & H Cleaner Company, Des 


Moines, Iowa. Recently the plant of this company was 


moved to larger quarters at 134 East Locust St., where 
new manufacturing, drying and slicing machinery, as 
well as equipment for machine wrapping, was installed. 
Formerly the latter operation was done by hand. By 
the machine process, the soap is automatically wrapped 
and as the bar, in its waxed container, passes through 


electrically heated units, the wax melts and seals the 


package in an air-tight carton. 
“Better salable appearance and a more durable prod- 
uct should be the result of this new wrapping process,” 
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says J. H. Chateauvert, manager of the plant. “Where 
formerly the soap had to be wrapped while mediumly 
moist, and even then the tin foil often stuck, now it can 
be allowed to shrink to proper size before wrapping. 


Automatic wrapping of soap bars 
in waxed paper at the rate of 36 
cakes per minute is performed at 
the plant of H & H Cleaner Com- 
pany, Des Moines, Iowa 


There is less chance of deterioration upon long standing 
when the product is not exposed to the air after the re- 
quired amount of shrinking has been accomplished.” 

The use of the tuck-in carton is also made possible by 
the new packaging method and has been substituted for 
the sealed box. Although a change in design of the box 
itself is being contemplated, a coat of varnish on the 
surface of the box is the only change to date. The ma- 
chine used is a Johnson Automatic Sealer, which wraps 
36 cakes a minute. 
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You know that bad tubes lose good customers. But 
that at least one buyer out of every seven is lost this 
way, you probably didn’t know. 

Yet that’s the indication which the Bureau of 
Industrial Research disclosed when they questioned 
magazine subscribers as follows: 

“Have you noticed any of the following faults in 
tubes: Ill-fitting caps? Leakage around cap? Enamel 
coming off? Holes in tubes? Cracks? Splits?” 

Result: as high as 78% answered “yes” to one or 
another fault—and 14% admitted that the fault had 
caused a change of products! 

14% —one out of seven! To reduce this risk, make 
absolutely sure that your product is safely packed. 
Sun tubes provide this sales-insurance ! 


Pure material, modern equipment, skilled engineers 


GOOD CUSTOMER 


EVERY SEVEN! 


and seasoned workers. These four factors, plus scien- 
tific inspection, help make Sun tubes trouble-proof ! 


And the same efficient system also affects Sun’s 
prices. Whether you need 1,000 gross per year or 
100,000, Sun can turn out trouble-proof tubes for you 
at prices that stand comparison. 


r 
‘ 


» SUN TUBES 


“TROUBLE-PROOF” 


SUN TUBE CORPORATION 
HILLSIDE, NEW JERSEY 
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Practical Woedernizing at Packages 


By W. W. Reid 
The United States Printing & Lithograph Co. 


SINCE THE BEGINNING of the package renais- 
sance we have seen hundreds of suggested modernizations 
of old-fashioned packages in the pages of the business 
publications. Some of these suggestions have been 
adopted by the manufacturers for whom they were de- 
signed. Many have not been accepted, indeed were not 
even considered, by the makers of the products whose 
sales they were designed to revitalize. In some of these 
instances, the rejection or lack of consideration was due 
to one important element often ignored by package de- 
signers—the intricacies of mass production. 

This production problem, with which so few designers 
are familiar, divides itself naturally into two parts: one, 
design reproduction through any one of several processes 


(printing, lithography, etc.) ; and the other, mechanical 
production of the container itself whether it be made of 


cardboard, glass, metal or other material. 

Human ingenuity being what it is, it would be absurd 
to say that the proposed changes, which never saw the 
light of day, could not have been made. They could, but 
at a price to preclude their use in a commercial way. In 
these times manufacturers will not increase packaging 
costs unless they know that the change which increases 


costs will also increase sales. Package designers should 


These packages Cx- 
emplify — practical 
modernisation in 
me- 


design and 


chanical improve- 


ment 
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therefore strive for simplification, and a glance at any 
drug or grocery store shelf will indicate that there is 
considerable room for improvement in this respect. 

Now as to design: Purchasers of packaged food prod- 
ucts are, it is generally admitted, susceptible to appetite 
appeal. Yet think for a moment of the hundreds of 
national advertisers who have neglected to include (on 
package labels) illustrations for use of their products, 
This condition is all the more remarkable when one con- 
siders the lengths to which these same advertisers will 
go in order to feature appetite appeal in their magazine 
advertisements. While we are on this subject, remem- 
ber that consumers are always interested in new uses 
of an old product. Because of that fact, a reasonable 
amount of space should be reserved for recipes or sug- 
gestions for use. 

In deciding upon colors, it is always advisable to select 
those which suggest either the contents of the package 
or the name of the product, getting into the design suf- 
ficient original application to make them outstanding. 
Please note how both of these highly practical matters 
were considered in designing the Borden Cheese pack- 
In all cases the color of the particular brand of 
(Continued on page 86) 


ages. 


cheese is shown on the 
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HERE IS A 


RIEGEL PAPER 


FOR EVERY PACKAGING NEED 


The Riegel Mills make the widest variety of packaging 
papers in the country. In addition to Embossed, Plain, Waxed 
and Printed Glassines—Greaseproof-—Waxed Sulphite and 
Imitation Parchment—an endless chain of special papers are 
made to fit the specific needs of individual manufacturers. 


What does your product require? Moisture resistance, mois- 
ture retention, grease resistance, economical transparency, a 
self-sealing wrapper, a wrapper that will not dry out and 
crack? Whatever the requirement, there is a Riegel Paper 
adapted to your needs, or we can make one for you. Our 
prices are designed for substantial savings. 


RIEGEL PAPER CORPORATION 


342 Madison Avenue, New York, N. Y. 
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The Problem of Group 


By Hazel H. Adler 


President, Taylor System, Inc. 


THE PROBLEM OF GROUP PACKAGING is 
facing a number of large business organizations today. 
Should they, they question, change their packages at one 
fell swoop or by degrees? How can they weigh all the 
merchandising factors involved? How much value can 
they attach to the years of good-will advertising and pro- 
motion back of their present packages ? 

Certain well known products that have been advertised 
over the years, unquestionably, a good will market that is 
important and can be interpreted in dollars and cents. 
For example: Log Cabin Syrup, Phillips Milk of Mag- 
nesia, Maxwell House Coffee, Hinds Honey and AI- 
mond Cream, Dutch Cleanser and others. Where these 
items form a part of a line of packaged products, the 
prestige of the better known products, gained through 
years of advertising, reflects on the equally excellent but 
lesser known products in the line. It is, therefore, ad- 
vantageous to establish an institutional idea which can 
express itself through the packages that are used for the 
various products. Similar ideas have been successfully 
applied in other fields. For example, in the automotive 








WITH OTHER 
PARTS DF. 
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industry, the confidence in General Motors which was 
built up through the Buick and Cadillac was largely re- 
sponsible for public acceptance of the Pontiac and Chev- 
rolet. 

The problem confronting such companies as General 
Foods is to maintain the individuality of the package and 
at the same time preserve the brand name. I have selected 
this particular concern to prove the point because it stands 
behind a group of unrelated packages, each of which has 
a strong identity of its own. Let us see how we can 
establish a family resemblance in General Foods pack- 
ages, at the same time maintaining the individuality of 
each package in the line. 

In the human family, each brother and sister is a dis- 
tinct type. There is, nevertheless, a very distinct re- 
semblance in the majority of cases. What elements can 
be employed to achieve this resemblance in a family of 
packages? Here are a few possibilities: 

Underlying colors 
Color combinations 


Type of lettering (Continued on page 76) 
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Tn S that dress 


| Your PAChAGE 


@ Ribbonette is a gay modern tying material. Its colorful 
effects and unique designs will dress up your package at a 
minimum expense. 


@ As a tie for Cellophane or cellulose covered products, 
for instance, it lends a strip of color that just sets off the 
sparkle of the wrapping. Ample strength, too, for it is 
made of fine cotton yarns. 


@ Ribbonette can be styled to harmonize with your pack- 
age. It is furnished in any colors or patterns desired— 
distinctly your own package tie. 


Investigate Ribbonette—send for free samples. 
Try the effect on YOUR packages. 


RIBBONETTE DIVISION 

CHICAGO PRINTED STRING’ CO. 

2319 Logan Blvd. Chicago, Ill. 
55 West 42nd St., New York 


HBBODETTE 


By the Makers of Print -Ad-~ String. 
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Package Identification 


and P,otection 
By Waldon Fawcett 


WHAT STAKE have manufacturers of packaging 
machinery in the development and protection of package 
designs? On behalf of MopERN PACKAGING, this ques- 
tion has been put to several representative executives in 
the machinery field. Their reactions are calculated to 
provoke thought on a question of policy and practice that 
is anything but static and is likely to become less so as 
time goes on. 

There has been ample warrant for the detachment if, 
up to now, many manufacturers of packaging machinery 
have treated the entire responsibilities of package design 
as no concern of theirs. The packer has been wont to 
come into the market for weighing, filling, wrapping and 
parceling machinery fully committed to given patterns 
For the machinery outfitter the task has 
equipment to process eco- 


of containers. 
been solely one of providing 
nomically and efficiently the approved package model. 
In the average instance, the extent of the contribution 
by the machinery man to package planning has been a 
friendly warning when a customer contemplated a design 
that would prove unduly costly or wasteful of time or 
through the impreper use of material. 

Only partially as yet, influences are at work to put 
an end to the “Hands Off” policy which circumstances 
prescribed for machinery manufacturers in the past. 
One broad, underlying urge to a sharing of responsibility 
is found in the mounting importance of package design 
as a mainspring of merchandising. Practical obligations 
are coming in the train of this package glorification. ‘To 
revert to the very latest example, already recorded in 
MopERN PACKAGING, it is obvious that if it be impera- 
tive to secure exact registration on the package faces of 
the inscriptions printed on transparent wraps, it behooves 
the machinery manufacturer to put his finger in the de- 
sign pie while it is in the making. 

With the legal or inter-industrial protection of pack- 
age design, the machinery manufacturer has been wont 
to disassociate himself even more completely than with 
3ut, on this 
Under 


the fashioning of package styles or forms. 
score also, time is working its change of status. 
the spur of competition and an ambition to render serv- 
ice, certain firms in the machinery field have already 
set up, within their organizations, creative or advisory 
departments to assist their customers in finding the 
package designs best suited to their needs and_ plant 
facilities. From this first aid in package design inven- 
tion, selection and adaptation, it is but a short step to 
the responsibility of design protection. Will the ma- 
chinery men take that step? And how? 
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Karl Kiefer Encourages Right Design 

An expression that might pass for the attitude of 
many of the machinery manufacturers is given by E. E. 
Finch, vice-president and general manager of the Karl 
Kiefer Machine Company of Cincinnati. Said he: 
‘Fundamentally, any container should be of a shape that 
can be handled on automatic machines. It should have 
an opening of a size that will permit the filling of that 
container rapidly and accurately. But beyond counselling 
the observance of these principles we do not give very 
much attention to the matter of package design. 

“We have many problems in the filling and handling 
of various types of packages and we endeavor through 
the customer, through the glass manufacturer, etc., to 
try to get them to make their designs of a type that 
can be handled automatically. During the hey-dey of 
prosperity there was a great effort on the part of con- 
tainer manufacturers to furnish each new customer with 
something that was new and original and unusual. In 
the past two years, or perhaps better to say in the past 
year, there again has been a striving on the part of the 
average manufacturer of liquid products to find some 
way or some means of presenting his product in a new 
dress and a new appearance that would appeal to the 
buyer so that the business might be increased.” 


The |-Should-Worry Tradition 

3oyd H. Redner, assistant manager of Johnson Auto- 
matic Sealer Company, Battle Creek, Mich., has indi- 
cated admirably how unaccustomed is the average ma- 
chinery executive to attack constructively the problems 
of package design. “This matter,” he relates, “is largely 
in the hands of our customers and the paper box manu: 
It is something that has touched us very little 


tacturers. 
except in the mechanical end of it, once such packages 
have been decided upon and a decision to handle them 
mechanically has come up.” 

Reflecting the attitude of the Pneumatic Scale Cor- 
poration of Quincy, Mass., William K. Embleton has 
likewise indicated how strong is the disposition in ma- 
chinery circles to regard package design inspiration and 
package design protection as details apart from the 
obligations resting upon the providers of packaging 
“This is a trifle out of our line,” explains 
Manager Embleton. “Our interest in package design is 
rather a secondary consideration. Our chief interest in 
packaging design is to, wherever possible, have the di- 
mension construction of the package conform with the 


(Turn to page 82) 


, 


machinery. 


best type of machine procedure.” 
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Packages Sivled Wah Molded Syvarhetic Plastics 


The new Charles of the Ritz hair treatment ensemble (upper 
left) carries the familiar decorative motif, originated by Gustav 
Jensen, which distinguishes all of the other packages in the line. 
The four bottles in the kit are all clear-glass with the various 
colored liquids showing through harmoniously, well set off by 
the delicate rose-and-silver paper box. Labels are black on 
silver-foil, and the molded caps are of black Durez, an Armstrong 
Artmold stock number. Photo, Courtesy of Dures. 


From the Far East comes this dainty and practical powderbox. 

The relief design on the cover furnishes an excellent example 

of Bakelite molded for containers of all kinds. It is manu- 

factured by The Japan Bakelite Company, Lid. Photo, Courtesy 
of Bakelite Corporation. 
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At upper right is shown the Pepsel salt and pepper dispenser, 
recently introduced by Imperial Metal Manufacturing Corpora- 
tion. This modern device is novel, yet sanitary. It has a solid 


base made of Bakelite melded material, with glass vials for the 
contents. Salt is dispensed by pressing the white plunger: pepper, 
Phote, Courtesy of Bakelite Corporation 


by black. 


An innovation in bath room and dressing-iable accessories is the 
tray-full of empty bottles for mouthwash, astringent, witch-hazel 
and lotion, shown at lower right. It is intended for refiliing 
from the original containers, which are sco often unattractive 
and non-uniferm. The applied cclor on the embossed ship design 
is done in a light blue, blending well with the slightly darker 
blue of the molded Dures caps. Photo, Courtesy of Dures. 





























LABELS THAT SPEAK QUALITY 


[JERE is a label that speaks volumes for the product. 

It tells a more effective sales story than hundreds 
of words. Its beauty, sparkle and design instantly con- 
vey to the consumer an impression of the exceptional 
quality of the product. This label is made by our two- 
color automatic process. 


The right kind of a label means much in the merchandis- 
ing of any commodity sold through retail channels. 


Write for an assortment of outstanding labels designed 
and produced by us and note their superiority in design 
and craftsmanship. 


CAMEO DIE CUTTING & ENGRAVING CO. 
140 West 22nd St. New York, N. Y. 


Pacific Coast Representative—C. M. Turton, 531 Central Bldg., Los Angeles, Cal. 


CAMEO LABELS 
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“Springtime in Paris,” a new line designed by Jean 
Jelleu, French artist, for Bourjois, Inc., has recently 
been presented to the cosmetic field. A background of 
blue with a golden sun sending forth its rays forms a 
striking design and most successfully depicts the name 
“Springtime in Paris.” At the base of the containers 
gold is used to outline various landmarks of Paris, such 
as the Arc de Triomphe, the Trocadero, the Church of 
the Madeline, L’Opera. the Sacre Coeur and the Eiffel 
Tower. The group consists of a perfume extract, toilet 
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Photos by Rehnquist 


water, bath salts, talcum powder, face powder, lipstick, 
rouge and compact. Containers for compact rouge and 
lipstick are decorated with stripes of blue and pink. 
The unusual shaped talcum bottle carries a gold center 
band with the name of the line in blue letters and is 
topped with a gold metal cap. The tall slender bluish 
tinted perfume and toilet water bottles are finshed with 
high frosted cut glass stoppers, lending beauty and dig- 
nity to an already heautiful container. Labels and box 
wraps are by the Foxon Company 


A new note in “sampling” ts in- 
troduced by the Kellogg Company 
of Battle Creek, Mich., through 
its use of the “Vim, “Charm” 
and “Hostess” cartons. The lat- 
ter contains a tackage of Kel- 
logg’s Kaffee Hag; in the other 
two are sample size packages of 
Kellogg’s Corn Flakes, Rice 
Krispies, Pep and All Bran. No 
imitation of the contents of each 
of the three containers is given 
other than the name Kellogg’s on 
the flap of the cover and does not 
show when it is closed. Cartons 
designed by Omar Cooke, of 

Crescent Engraving Company 





T’S the unusual idea that attracts ME R¢ HAN DIS] N¢ IDEAS 
attention—the tag, label, seal or 
display carton that s/ands out be- 


ee . . . . 1 * 
cause of its distinctive design. Den- 
nison’s packaging and display ex- 


perts are constantly creating and de- 


veloping unusual merchandising rda-{ehi-te| by 


ideas for sales and advertising ex- 
ecutives. Reproduced here are a few 
of the hundreds that Dennison’s 
Service has created recently. 


BOXES 
* 
LABELS 


DISPLAYS 


aE 
iNYONNA 


TAGS 
“ 


SEALS 


1. The easy-to-use mayonnaise jars 
of the ELMWOOD FARMS have fF 
taken on a distinctive appearance 2 e 
with their new French edge em- cam ‘ 


bossed label by Dennison. It stands = PRINTED 
out because it is one of the first y 
times this type of label has been CELLOPHANE 
used on a product such as mayon- | “ 

naise. cy 


2- Here's the next best thing to Pe is PACKAGE 


griddle cakes themselves--a large Po” Re Scam 
label that almost covers the surface ES A i INSERTS 
of the griddle showing four appetis- ey he a ‘ 

ing cakes and the WEAR-EVER 2s as 


Mame, 








%. This strikingly attractive 4- A colorful new display 
box cover in four colors, de- card, a two color package 1H- 
sert, and a distinctive new 
“ib é : ic hossed seal, shown 
nison, provides a definite sug- metallic embossed seat, shot 

stein al amelie f y BOS. % the side of the illustrated 

A ( , Secs 

Sa: eee box, now feature the famous 
TOA GARTERS. Often, as WE NZ CHOCOI ATES 
m this case, Dennison’s de- An example of how Denni- 
sigis are awarded prizes at son’s complete designing serv- 
unportant art shows. ice 1s used by many companies. 


signed and printed by Den- 


We cordially invite you to make use of our complete 
facilities—to write for full particulars as to how 
Dennison’s Service can be of specific help to you. 





S! )N MANUFACTURING CO Framingham, Mass 
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In its early stages the package was called upon to perform 
but one function . . . that of convenience ... The paper bag, the 
“pasteboard” box and other simple forms of undecorated con- 
tainers were placed in service mainly as a means of enabling 
customers to purchase and conveniently carry goods in smaller 
units .. . That idea still exists . . . but is only one of many that 
form the psychology of the package as we know it today... 
But the urge, on the part of the customer, for further con- 
venience has not ceased .. . nor has the ingeniousness of pack- 
age designers and manufacturers lessened .. . 


We of this push button era demand an increasingly high order 
of convenience . . . we are of the automatic age and require 
that machines and devices do those things which our forefathers 
eked out by manual toil . . . even a lot of our thinking is done 
by robots .. . that we may devote our time, energy and ability 
to the pursuit of health or wealth or happiness . . . each accord- 
ing to his dictates, 


Convenience is defined as that which is conducive to comfort 
or ease; serviceable; suitable, commodious, favorable; timely 
. . . Actually, there is much more than that in the dictionary 
about the word . . . including the Latin derivation . . . but we 
can leave the frills for another time . . when we are not talking 
package ideas . . . However, when package convenience is men- 
tioned . . . and considered . . . it is well to keep the above defi- 
nition in mind... 


How often have you been annoyed with a package .. even 
exasperated to the point where all of the qualities that com- 
mended its purchase fade into insignificance because of its fail- 
ure to meet certain requirements of convenience . . . Conversely, 
too, there is the package, less prepossessing in appearance, that 
surprises you with the ease by which its contents may be se- 
cured or used . . . that class of package to whiclt we can aptly 
apply the term “disposition saver”. . . 


Both of the ideas included in this month’s column may be 
classified as “disposition savers” . . . Others will occur to you, 
no doubt . . . and the offer of five dollars for each accepted idea 

. while the gold standard holds out .. . still stands . . . so 
send them in. 
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#36 WITH THE BREAKFAST MENU .. . Often 
enough one’s temper, the first thing in the morning, is not much 
to boast of ...a damp or soggy newspaper may be one of the 
forms of torture that will go far in helping start the day wrong 
... So, why not a newspaper package, writes Charles Alex- 
ander ... A waxed-paper or otherwise waterproofed bag not 
only protects the daily news sheet from the rain or slush but 
also gives the newsboy a better break on his markmanship .. . 
to say nothing of overcoming the aforementioned breakfast 
hazard ... In preparing the sketch to illustrate this idea, our 
practical and advertising-minded artist incorporated his sugges- 
tion for off-setting the cost of the package ...“A satisfying 
breakfast requires a good paper and a good cigarette”... 
More logical, we think, that many of the means that are taken 
to popularize various forms of merchandise. 


#37 SAVES FINGERS AND TEMPER ... From 
now until November 8th there will be a surprising consumption 
of throat lozenges and other preparations which promise relief 
to the loud-voiced orators who seek political privilege for them- 
. Most of these preparations are 
put up in small set-up paper boxes of the slide type .. . shell 


selves or their candidates . . 


and tray... and hard to open... if tray and shell are made 
to fit too loosely the contents spill into the pocket or elsewhere 
. .. But this tightness may be detrimental to the disposition 
after one has split a finger-nail or two... Edwin H. Scheele 
tells us that he inadvertently “fumbled” on the idea he has 
submitted . .. After several attempts to push out the tray of a 
box he had purchased, he loosened the paper wrapping in such a 
way as to form a tab... pulling this, the tray slid easily out 
of the shell... The sketch shows this “tab” as an integral part 
of the tray. 
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Among Package Suppliers 


W. T. Walker, general sales manager of the Kimble 
Glass Company, Vineland, N. J., has been made vice- 
president in charge of sales. 


Herman K. Kimble, vice-president and general man- 
ager of the Kimble Glass Company, Vineland, N. J., was 
married on Sept. 24 to Miss Maxine H. Gibson. 


R. M. Krause, Inc., manufacturer of box wraps, 
seals and labels, will move to larger and improved quar- 
ters at 52 East 19th St., on Nov. 1, enabling the company 
to better serve its customers. 


André Thiebault, who is associated with Emballages 
of Paris, France, is visiting various cities of this country 
in the interests of his publication, which is devoted to 
packages as well as packing and packaging methods. 


The Sylvania Industrial Corporation of 122 East 
42nd St., New York City, has decided to enlarge its 
Virginia plant particularly for its transparent and mois- 
nearing com- 


tureproof “Sylphrap.” Detail plans are 


pletion and building contracts are to be awarded this 


month, according to report. 


New types of containers of various materials for 
carbonated beverages are to be displayed at the Inter- 
national Beverage Exposition held in conjunction with 
the annual convention of the American Bottlers of Car- 
bonated Beverages at Cleveland, Ohio, Nov. 14 to 18. 


Frederic A. Vuillemenot, artist for The DeVilbiss 
Company for the past nine years, is opening his own 
studio in Toledo. Part of his time in the future will be 
devoted to industrial designing for others who might 


Mr. Vuillemenot is a graduate of 


desire his services. 

















































Frederick A. Vuillemenot 


the Ecole des Beaux-Arts and Ecole des Arts Decoratifs 
of Paris, and came to America in 1915. Much of the 


popularity of the DeVilbiss line is due to the designs 
created year after year by Mr. Vuiilemenot. 
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Package machinery manufacturers held meetings 
at Buckwood Inn, Delaware Water Gap, Pa., on Oct. 6 
and 7, to discuss various questions of interest to their 
industry, as well as plans for the forthcoming package 
exposition. The committee in charge of the meeting 
consisted of the following: Charles L. Barr, chairman; 
G. Prescott Fuller, T. R. Jones, H. H. Leonard, Roger 
L. Putnam and C. E. Schaeffer. Other meetings of this 
sort, it is understood, are to be hold in the future. 
Visitors at the plant of the Cameron Machine Com- 
pany, 61 Poplar St., Brooklyn, N. Y., have passed 
favorable comment on the extensive exhibit of roll paper 
products on display there. The exhibit assembled under 
the direction of H. E. Overacker, advertising manager 





of the company, comprises a full range of roll sizes from 
a 60-in. diameter roll of board to rolls of passepartout 
tape 1% in. in diameter. 

The range of sizes in itself gives an insight into the 
demand for paper in roll form, but of still greater in- 
terest is the various kinds of papers wound into rolls 
and the uses to which this paper in roll form is after- 
wards put. Some products appear in this exhibit which 
have never got beyond the experimental stage. Other 
products known to the public for years are shown ap- 
plied in new ways. Not only are roll products on dis- 
play, but also samples of pasting, combining, strip 
combining and laminating, as the Cameron Machine- 
Company are now making machines for these purposes. 


The Cincinnati Mailing Device Company, manu- 
facturers of Cin-Made cylindrical containers and tubes, 
have recently announced that they are now offering a 
complete packaging service to packers of all kinds of 
dry commodities. This new service includes the fol- 
lowing: first, the development of proper containers for 
each individual requirement; second, the creation of in- 
dividually styled labels, appropriate for the products 
packed in the containers ; third, the printing and applica- 
tion of the labels, and finally, the packaging of the con- 
tainers in reshippers. In commenting on this service, 
A. J. Harris, general manager of the company, said: “It 
is the practical, economical and profitable method of 
(Turn to page 72) 


purchasing cylindrical containers. 




















IT STANDS ALONE! 


RODUCTS put up in this attractive molded 











container are immediately lifted out of the 






rut of the commonplace and given a distinct 


sales advantage over competing products. 






Note how it stands up and effectively displays 






the trade name of the product at all times. Note 






also the clever method of making the contents 


come out. Justa slight turn of the knurled base 







does the trick. 







Consumers are fascinated with this new idea in 


tubes. Let us tell you more about these molded 







containers and how you can profit by their 


novel, practical features. 







Molded by Allen & Hills, Inc. 


For Packaging -- - 


PASTES, CREAMS, 
OINTMENTS, DYES 


Molded in a Wide Range of 


Colors and Color Combinations 














SOLD EXCLUSIVELY BY 


HARVEY JOHNSON CORP. 


8 MURRAY STREET NEW YORK 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


Machinery for Making Round Paper Cans 


Few people realize the amount of intensive study and 
planning required to produce equipment for making 
round paper receptacles. The creation of machinery for 
producing these articles has, like the automobile, radio, 


etc., gone through a stage of development from the first 
crude machines to practically the iast word in complete 
automatic equipment. 

It is a far cry from the original hand operated equip- 
ment to the full automatic machinery in use today, such 
as shown in the accompanying illustration. Many seri- 
ous engineering problems are involved in manufacturing 
paper receptacles at high speeds. A single form machine 
would be useless, so multi-form turrets have to be used. 
Immediately this involves a question of accuracy which 
is quite complex. Not only are these forms absolute 
duplicates of one another but they are accurately placed 
in position so that when they shift from station to station 
they must line up within .001 or .002 in. Also, the ques- 
tion of weight and speed is involved. If the turrets are 
too heavy they cannot be made to start and stop quickly, 
or if they are started and stopped quickly with too much 
weight, then the mechanism which operates the turrets 
wears very rapidly. Therefore, the question of selecting 
the proper material is of paramount importance. A spe- 
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cial grade of metal with aluminum as the base, combining 
the greatest strength and rigidity possible with the light- 
est weight of materials is used. 

The machine has many new features, including dual 
For instance, it makes the body of the cans 
In other words, 


functions. 
and the covers in the same operation. 
where two machines were required before, one machine 
does the complete job, resulting not only in labor saving 
but in balanced production. Every time a can is pro- 
duced, a cover is made also. The body of the can con- 
sists of three parts: the spirally wound tube, the can 
bottom disc and a second dise which locks the main disc 
and the crimped edge into position. The cover portion 
consists of two pieces: a spirally wound flange and the 
cup disc which is crimped into position. Five separate 
pieces are automatically fed into the machine at one time 
and two finished objects come out. Machines recently 
built by the Specialty Automatic Machine Company of 
Medford, Mass., and now in use, are said to be operating 
at 95 per cent efficiency. 


Automatic Packaging in Transparent Tubes 


The accompanying illustration shows a number of 
items which have been packaged in transparent tubes that 
may be applied through the use of the Universal Trans- 
parent Tube Machine recently announced by the Ivers- 
Lee Company, 215 Central Ave., Newark, N. J. 

By means of this machine, it is stated, it is possible to 
make tubes of practically any length or diameter on the 
same machine by means of minor adjustments that can 
be quickly made. It is a high speed machine producing 















A package 
housewives 
appreciate 


“DOUBLE-PACK” 


with Accordion Fold 





UB Y.N 


I. She can open this package without de- 
stroying the inner container. 





2. The accordion fold enables her to firmly 
close the package again. 


Offers decided merchandising advantages 


Here isa carton which the housewife can open 
without tearing the inner container—and its accor- 
dion fold enables her to seal it again after a 
quantity of the product has been taken from the 
package. Thus she has a package which feeps the 
contents fresh down to the last ounce—and which will 
not permit the goods to sift out of the container 
onto her pantry shelf. These are things a woman 
appreciates—real merchandising advantages! 

The machine which makes this unique pack- 
age also weighs the product, fills the package and 
seals it, at the rate of 70 per minute. 

The inner container is cut and formed from 
a roll of paper; cartons are fed to the machine 
flat and are formed around the inner container. 
When filled, the inner container and carton are 
sealed separately. This produces a double package, 
doubly sealed—a container that affords thorough 
protection against deterioration. The inner con- 


Pe ie 


tainer may be made of glassine, Cellophane, 
waxed paper, or paper-backed foil. 

The Hesser Double-Pack is ideally suited to 
coffee, tea, rice, barley, cocoa, sugar and similar 
products that are commonly packaged in cartons. 

We will be glad to show you actual samples of 


the Hesser Double-Pack with Accordion Fold. 


Bring your Packaging Problems to us 

This is but one example of the great variety 
of packages produced by our machines—a line 
designed to meet practically every packaging 
requirement. 

If you are seeking a better package to improve 
sales, or more efficient machinery to lower costs, 
consult our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


New York Chicago Los Angeles 
London: Baker-Perkins, Ltd. 
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E MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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from 125,000 to 150,000 tubes per eight-hour day with 
one operator. The tubes are made from plain or mois- 
ture-proof Cellophane or plain or moisture-proof Sy!ph- 
rap, although other transparent materials may be used. 

The machine weighs about 1,200 lbs., is 2 ft. 6-in. 
wide by 6 ft. long and can be controlled from practically 
any position. It is equipped with its own motor power 
and gearing mechanism for increasing or decreasing the 
length of the tube and is installed as a single unit in the 
plant. The outstanding advantage of the machine is that 
it delivers perfectly round tubes of whatever diameter 
required. This eliminates all difficulty usually experi- 
enced in filling flat tubes or envelopes. 

This type of tube offers an ideal container for either 
a single unit or a number of smaller units where trans- 
parency is an advantage and where the units will be used 
one at a time and a diminishing package is desired for 
pocket use. It is also an ideal container for odd shaped 
units such as tooth brushes, paint brushes, combs, eye- 
glasses, candy and gum products. 


New Lacquer for Closures 

A new transparent lacquer, of especial significance 
to the foods and drugs industries, is manufactured by 
Truslow and Fulle, Brooklyn, N. Y. The new product, 
an achievement of the chemical research laboratories of 
this pioneer cork manufacturer, was devised originally 
to serve as a spot for crowns to supplant the paper or 
metal spot for years an indispensable adjunct to the cork 
disk in crown closure. Subsequent research reveals, 
however, that this lacquer has an infinite variety of ap- 
plicability not merely in closure service but in the coating 
and dressing of a wide range of materials and substances. 

The Fulle lacquer is said to be entirely impervious to 
many emissable solvents, even in their highest forms of 
concentration, alcohol, ether, chloroform, acetone, water, 
leaving upon its surface no effects whatever of dissolu- 
tion. Alkalinity, which in alkaline beverage waters 
seldom exceeds two-tenths of one per cent, finds the new 
lacquer invariably resistant. Caustic tests disclose the 
lacquer’s resistance to exceed one-half of one per cent. 
Moisture and immersion at all extremes of temperature 
from zero to 150 deg. F. have failed to uncover a weak- 
ening of the coating, and freezing neither breaks down 
nor cracks the surface. 

Acid tests proved particularly interesting, the final ex- 
periment, contact with dilute sulphuric acid up to 4 per 
cent finding the lacquer utterly unaffected. And an 
especially noteworthy feature is its absolute odorlessness. 
In experiment with more than 350 foods and beverages 
the odor and flavor tests were negative. Even under the 
most difficult conditions of content, foods, drugs and 
beverages ordinarily prone to oxidation, chemical re- 
action and varying types of spoilage through poor closure 
have remained inert. 

No name has yet been given the product, though 
Charles A. Fulle, Jr., under whose direction its devélop- 
ment has been carried on, thinks it may be called Sanilac. 
Uses apart front beverage and food products in which it 
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is to have early introduction are as paper bag coating, on 
wood and paper boxes and as an application to cloth 
material for personal wear. A large foods canner is test- 
ing its acid-moisture-proof qualities in conjunction with 
a new paper container and another company in the same 
field plans its use as a liner coating on cotton bags as 
a protective factor against dust and moisture. 


Redesigned Envelope Sealing Machine 


Recent redesign of a standard envelope sealing ina- 
chine permits the handling of transparent cellulose 
envelopes, sealing them by means of special adhesive and 
heat. This machine, manufactured by Stokes & Smith 
Company, of Philadelphia, is entirely automatic and will 





























take the filled envelopes from either the Simplified Fill- 
ing Machine, described and illustrated in the September 
issue of MopeRN Packacine, or one of the reguiar 
auger feed filling machines made by the company. 

In operation the filled envelopes dropped on a con- 
veyor by the operator of the filling machines and the 
sealing machine then automatically glues the flap of the 
envelope and seals it, making a perfectly tight sealed 
envelope. The sealing machine will seal transparent 
cellulose envelopes at about 60 per minute, on glassine 
or paper envelopes at 80 to 100 per minute, so that one 
sealing machine will take the production from one, two 
or three of the filling units. In the illustration one of 
the new units is shown connected to the filling equipment. 


Tarnish-Proof Finish for Linings 


A chemical compound which is said to absorb the 
sulphur in the air and prevent it from reaching silver- 
ware, thereby causing tarnish, is used in impregnating 
velveteens and duvetyns as used for rolls, bags, chests 
or linings in which silverware is placed. Anti-tarnish 
fabrics have been available for some time, but in the 
manufacture of these, it is stated by the Crompton Com- 
pany, certain ingredients which might cause the dis- 
coloring of the silverware have been left out. This 
company is announcing new tarnish preventative finish 
fabrics, known as “Silversaver,” which are available in 
various colors. The selling agent for this company is 
the Crompton-Richmond Company, Inc., 31 East 31st 
St., New York City. 






ein accurately, economically, through seven years of daily service, this Stokes 
& Smith Filler has unfailingly served the Philadelphia Wholesale Drug Company. 
During that period it has carefully put weighed portions of a dozen different drugs 
into millions of containers— some weighing only one ounce, others up to five pounds. 


Always, its uncanny accuracy has been on constant guard against the waste of 


over-filling. Its sturdy mechanism has never permitted breakdowns or costly repair 
bills. Today it is bringing the Philadelphia Wholesale Drug Company the same 


reliable service it delivered the day it was installed. 


The record of this machine is typical of the record of hun- 
dreds of S & S Fillers in hundreds of different installations. 
For economy and success, send your filling problems to S & S. 


STOK EQQ)MITH © 


PACKAGING MACHINERY + PAPER BOX MACHINERY 
Frankford, Philadelphia, Pa. 
British Office: 23, Goswell Road, London, €.C.1 





STOKES & SMITH CO. 
Frankford, Philadelphia, Pa. 


Gentlemen: 
Please send me a copy of your new booklet describing the 
complete line of S & S Packaging Machinery. 


Name 
Company 
Street and Number 


City and State 
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New Powder Filling Machines 


Recognizing that the times call for the utmost 
economy in expenditures for equipment, the F. J. Stokes 
Machine Company of Philadelphia has designed two new 
powder fillers, the 15B and 15C models, in such a way 
that the manufacturer with growing production does not 
have to discard the basic model when his production 
reaches a point where a full automatic machine is needed. 

When this happens he has his basic model converted 
and attachments added to make it fully automatic and 
giving it a capacity of fifty or more containers per min- 
ute. The attachments include the adjustable container 
carrier, a “no can—no fill” control, capper and automatic 
discharge. By converting the basic model in this way 
he has all the advantages of the “heavy-duty” construc- 
tion purposely built into this model to care for future 
expansion and at the same time does not have to pay for 
a full automatic machine until he needs it. There is no 
sacrifice of his investment in the basic model and at all 
times he has the accuracy, versatility and quick “change- 
over” common to both of these practical models, accord- 
ing to the statement of the manufacturer. 

These machines are said to handle practically any 
powdered or free flowing product. They will fill tins, 
boxes, bottles, cans and cartons of practically any size 
or shape. For short runs, when using the full automatic 
machine, it is not necessary to have special container 
holders as the circular carrier can be lowered out of the 
way and operated as the basic model. These features 
and others make these machines especially suited for 
the manufacturer with a widely varied line. 

As the illustrations show, these machines are simple, 
compact and of pleasing “lines.” Accuracy as well as 
cleanliness of fill is secured by the slow motion agitator 
and by accomplishing the fill in two “steps.” 

Sample and other small containers can be filled on 
these machines as well as the larger packages, and with 
a minimum time out for change-over. 
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New Individual-Portion Packets 


A new type of envelope, suitable as a container for 
a wide group of dry, powdered products and known as 
Quik-Serv, is now being manufactured by the P. P, 





Kellogg & Company Division of the United States 

Envelope Company, Springfield, Mass. Among the 

claims made for this new type of individual portion 
packet are: convenience for the user; the 
avoidance of waste, under-measure or over- 
measure of contents, and the assurance of 
protection for the included product. 

As may be seen in the accompanying illus- 
tration, this envelope is so constructed that 
it may be filled in the ordinary manner. A 
quick pull of the easily available flap breaks 
the seal, and the contents flow down the 
scoop, formed by the opened flap, without 
spraying or spilling. 

These envelopes can be made to specified 
sizes and of various materials, such as glas- 
sine, waxed paper, transparent cellulose, etc. 
Any printing or decoration which is adapt- 
able to these materials can be used. Quik- 
Serv envelopes are applicable to such prod- 
ucts as cocoa, chocolate, pulverized coffee, 
seidlitz powder, bicarbonate of soda, bath 
salts, gelatine products and many others. 
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FRONT VIEW 


BACK VIEW 


The molded box shown above is an un- 
usually attractive container for candy, sta- 
tionery, and other small articles. Back view 
shows our patented molded hinge. These 
containers are molded in any material and 





E carry in stock and can supply promptly Durez molded jars in one, two, 

four and eight ounce sizes— in any color. If you require a specially de- 
signed jar or container, we shall be pleased to submit suggestions without any 
obligation on your part. 


ALLEN & HILLS, INc. 


AUBURN, NEW YORK 


























WALDRON EQUIPMENT 
For Embossed 
Designs 


WALDRON 
Embossing Machines 







Embossing Rolls 


Combination Embossing 
and Printing Machines 











Products of the leading builders of 
machinery for imparting smart, dis- 
tinctive embossed effects to goods in 
either the web or sheet—from plain 





papers to the modern varieties of me- 
Po CY tallic, foil and transparent wrappings. 


Waldron “Long Life” Paper Qur advisory staff is always at the 
Roll. Insert: Waldron Cen- . 
tennial Embossing Machine service of manufacturers and converters. 


JOHN WALDRON CORPORATION 


MAIN OFFICE AND WORKS—NEW BRUNSWICK, N. J. 
CHICAGO. ILL. NEW YORK PORTLAND, ORE. 
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GLEAMING 


METAL-COVERED 
BOXES 


DECORATED by one of our unique 
processes, boxes covered with Apollo 

Metal possess many exclusive sales ad- 

vantages. 

Displayed in retail stores, their gleaming 

surfaces beacon consumers and quickly 

clinch sales for the product packaged in 

them. 

Dealers like to display and feature prod- 

ucts put up in these modern boxes. 

May we show you how exceptionally at- 

tractive and appealing your product will 

be in a Milwaukee-made Apollo Metal Box? 


THE MILWAUKEE 
PAPER BOX CO. 


‘Brain Built Boxes’’ 


Milwaukee - - - - 












Wisconsin 
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Among Package Suppliers 
page 64) 


of a. great 
many different kinds of products have already taken 
cognizance of this new service which promises to be 


(Continued from packers 


revolutionary in its scope.” 


The first important step toward the establishment of 
a center of modern design will be taken by the New 
School for Social Research, 66 West 12th street, this 
fall in a series of lectures on Living Design in coopera- 
tion with Audac. This series, in the form of a sym- 
posium held on Monday evenings, commenced October 3, 
will be broadly guaged as a survey into the range of 
activities and the possibilities of directed influence upon 
the taste and quality of design in architecture, housing, 
the graphic arts, metallurgy, packaging, furniture, fab- 
rics and interiors. The course is directed to meet the 
needs of the consumer, the manufacturer, designers, 
undergraduate architects and designers and buyers. 

Leo Simonson, president of Audac, and Joseph Urban, 
architect of the New School, inaugurated the series on 
October 3, at 8:20 P. M. On subsequent Monday eve- 
nings lectures will be given by Frederick Kiesler on 
towers and modern housing; Percival Goodman on the 
rationale of the interior; Donald Deskey on contem- 
porary furniture; P. V. Faragher on aluminum, the new 
material of construction; Nathan George Horwitt on 
product design; Egmont H. Arens on design in packag- 
ing; Lucien Bernhard on design in textiles; Robert 
Leonard on design in advertising; Edward C. Steichen 
on photography ; Gustav Jensen on the printed page, and 
Alexey Sammaripa on design and new materials. 

The lectures will be illustrated wherever possible with 
slides, drawings, sketches made by the lecturer or his as- 
sistants during the lecture, and in some instances, with 
exhibitions. Fifteen minutes of each session will be 
allowed for round table discussion and questions. 


Simplicity in Shape and Decoration 


Characterized by a 
dainty simplicity which 
dramatically reflects the -use 
of the product, the new 
package for DeVilbiss per- 
fume atomizers offers a 
splendid example of the 
“fundamental” principle in 
design, as applied to these 
products. The only decora- 
tive feature is a rose, im- 
mediately associated with 
the thought of delicate 
scent. The dominating color is in turn a soft shade of 
rose, flanked on either side by a band of silver. The 
name “DeVilbiss” is carried in reverse on a wider band 
of black across the bottom. The package was designed 
for the DeVilbiss Company by Van Doren and Rideout, 
also of Toledo, Ohio. 
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Artistic Packaging Applied to 
Office Equipment 

(Continued from page 40) 
of a height which also permits easy removal of the rib- 
bons, these boxes are a decided improvement over the 
They are modern and attractive in 
the lettering is 


fingers when handled and | 


former containers. 
design; all ginger-bread is eliminated ; 
simple and easy to read and the color schemes for both 
brands were created for the greatest eye attention value. 
Eureaka is carried out in the smart combination of blue 
and silver and M & M employs yellow, silver and black. 

Manufacturers of cleansing fluids for typewriters and 
other mechanical office appliances also have seen the 
value of the package to break down sales resistance. 
Speedo, a typewriter type-cleanser, manufactured by the 
Speedo Laboratories Company, employs a package which 
is definitely set apart from the usual type of container 
for similar products. This bottle* shows the cosmetic 
influence, not only because of its shape but also the 
adoption of the modern applicator attached to the black 


phenol resinoid cap.? A black and silver foil label com- 


pletes the assembly. 

1Bond Manufacturing Corp. 
2Bakelite Corp. 

3J. L. Clark Manufacturing Co. 
4Owens-Illinois Glass Company. 
Allen & Hills, Inc. 











5General Plastics, Inc. ; 


For Adequate Protection | 

In the accompanying illustration, part of the carton | 
has been cut away to show the manner in which Billow- 
pak (corrugated 
wadding) and Kim- 
pak (crepe wad- 
ding) have been 
used as protection 
for Packer’s Scalp- 
tone. Not only does 
the use of these ma- 
terials provide an 
economical means 
of packing but also 
prevents breakage 
and consequent loss 
and replacement in 
individual mail 
shipments. Billow- 
pak around the 
sides holds the glass 
bottle firmly in 
place and Kimpak 
around the neck 
furnishes additional 
protection. Both of 
these materials are 
highly absorbent and thus prevent damage, through 
possible leakage, to the package. Both Billow pak and 
Kimpak are products of Kimberly-Clark Company, 
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“COLLEGE INN” 
Products now have 
new labels. Though 
already using out- 
standing designs that 
enjoy unusual public 
favor, this alert or- 
ganization keenly 
senses the power of 
progressive packaging to help maintain 
prominence in the merchandise parade. 
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Naturally, with years of satisfactory 
“U S” service to guide them, they selected 
“U S” to produce these smart new labels. 







IN REPRODUCING YOUR DESIGNS, 
OR CREATING NEW PACKAGES, 
“U S’’ CAN SERVE YOU TOO. 













TRADE MARK INFORMATION 
Don’t adopt new brand names without making sure they are available. Consult 
the Trade Mark Bureau of The United States Printing § Lithograph Company 
al Cincinnali—the service is free. 

















Neenah, Wis. 


















**Color Printing Headquarters”’ 
THE UNITED STATES PRINTING & 
LITHOGRAPH COMPANY 


CINCINNATI NEW YORK BALTIMORE 
312 Beech St. 52-M East 19th St. 112 Cross St. 
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Labels and the Part They Play 


(Continued from page 41) prompted by the apparent 
success enjoyed by packages never before utilized by 
food packers. Jars, caps and labels will be created in 
a combination that will bring to this industry a greater 


return than ever realized before. 


New containers of all types are making their appear- 
ance with a regularity descriptive of enterprise and in- 
genuity. For their proper presentation each unit requires 
effective labeling. It is to the accomplishment of this 
purpose that the label industry are dedicating every 


effort. 
Labels on page 41 by courtesy of Richard M. Krause, Inc. 


Sales of 5-and-10-cent package candy, last year 
amounted to more than 53,000,000 pounds, representing 
a slight gain over the preceding year, according to the 
Commerce Department’s Foodstuffs Division. This 
figure does not include bar chocolate or other bar candy. 

The wholesale value of the 5-and-10-cent package 
candy sold in 1931 was a little under $11,000,000, which 
means that the American public probably spent more 
than $20,000,000 in casual candy purchases. A previous 
report of the Commerce Department indicated that the 
sale of penny candies was also being well maintained, 
reaching a total retail value in 1931 of approximately 


$50,000,000. 


The first major step in a program for the iraprove- 
ment of department and specialty store wrapping and For 
packing practice was completed by the addition of four (Co 
simplified practice recommendations to the Elimination rath 
of Waste Series of the Department of Commerce. These stan 
new books are: Setup Boxes, R-126-31; Folding Boxes, men 
R127-31; Corrugated Boxes, R128-31; and Notion and fact 
Millinery Paper Bags, R129-31. Copies may be ob- §& top 
tained from the Superintendent of Documents, Govern- com 
ment Printing Office, Washington, D. C. is ol 

In 1930, the National Retail Dry Goods Association A 
requested the division of simplified practice, of the pacl 
Bureau of Standards, to conduct a survey of wrapping and 
and packing methods and supplies used by typical mem- whi 
ber stores. The department’s original survey showed basi 
that thirty-four stores were using 1,084 sizes of set-up sive 
boxes. The simplified practice recommendation reduces sibl 
this variety to 194 sizes, eliminating 82 per cent. Simi- oral 
larly the variety of folding boxes was reduced from 262 der 
to 59 sizes, or 77 per cent; corrugated boxes from 322 is \ 
to 75 varieties, or 77 per cent; and notion and millinery seri 
paper bags from 188 to 28 varieties, or 85 per cent. T 

The thirty-four department stores, representing an one 
aggregate sales volume of nearly $600,000,000 a year, 
were selected so as to give a wide range of local condi- J of | 
tions. In addition to specialty dry goods stores, and J to | 
large and small department stores, there was included tray 
one large organization doing an extensive mail order pre 
business. 





A Bevel-Edged Box 
of 


STRENGTH 


AND 


BEAUTY 


Distinguishes any Product 


This is only one of our exclusive 
styles of construction in a varied 
line of set-up and folding boxes. 


LEBANON PAperR Box Co. : 


Lebanon, Pa. 
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New York Office, 51 Madison Ave. po 


For the Christmas Shopper 


(Continued from page 43) original color scheme. The 
rather unique idea of designing a cover of such sub- 
stantiability and beauty as to make it a permanent orna- 
ment to the dressing table is further capitalized by the 
fact that boxes of powder may be purchased without the 
top at a great saving. Thus the necessity of buying a 
complete new package when the first one has been used 
is obviated. 

A novelty presentation is well illustrated in the book 
package of Helena Rubinstein. Carried out in the red 
and black characteristic of the line with the enlivening 
white note in the trade mark, this book containing the 
basic beauty set forms an ideal gift. The inside cover 
gives the directions for the rapid treatment made pos- 
sible by use of the pasteurized face cream and the beauty 
erains contained in the package. A sample box of pow- 
der is also included. The outer cover states that this 
is Volume 1, so we presume that this is the first of a 
series of books that Mme. Rubinstein will publish. 

Two unusual and really exquisite utility manicure kits, 
one for traveling and one for general use, have been de- 
veloped by the Northam Warren Company. Either one 
of these would be most welcome and a pleasant surprise 
to find among one’s gifts on Christmas morning. The 
traveling or club kit includes a complete set of manicure 
preparations in a case of either brown or black leather 
with zipper fastening. One of the features of this handy 
compact case is the new Cutex finger rest which is a 
boon to women who apply their own nail polish. Other 
products included are all the necessities for a complete 
manicure. The other kit, packed in a chromium metal 
box, contains three shades of liquid polish, polish re- 
mover, orange sticks, emery boards, nail file and cotton. 
This is designed for those desiring different polish shades 
with different gowns. 

These are but a few of the bevy of attractive and 
appealing gift packages that are appearing at the present 
time but they give an idea of the numerous and varied 
articles from which the Christmas shopper may choose. 


Trade Literature 


SHOWING ILLUSTRATIONS printed in various colors on gold and 
silver papers, The International Printing Ink Company, 73 
Varick Street, New York City, calls attention to the attractive 
possibilities obtainable by the use of its inks as applied to Art- 
cote papers, the latter being manufactured by Artcote Papers 
Inc., Irvington, N. J. The samples are conveniently identified 
by number and are bound in a swatch booklet 4% in. x 634 in 


New CoLtrns Box PAPERS, designed and priced for 1932, are 
being shown in samples, just distributed by A. M. Collins Manu- 
facturing Company, 1518 Walnut Street, Philadelphia. These 
include Tricolor Prints, Inlaid Glazes, Glazed Velumets and 
Porcelain papers. 


SEVERAL ATTRACTIVE PATTERNS are available in Textileather, suit- 
able for box coverings. Samples received show various effects 
—stripes, pebbled and mottled—in different colors. These are 
cloth-backed. They are manufactured by the Textileather Cor- 
poration, Stickney Avenue and Dayton Street, Toledo, Ohio. 
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This prominent grouping of easily recog- 
nized cans offers an instant tie-in with 
nationa] advertising. It says “Now! Buy 





+ 


‘Wunation 
ove MILK == 


Pam Contented Cows” is the 


Millions and millions of cans. This 
biggest handicap of your 
canned goods salee—OTHER CANS. 

When dealers are shelving your 
product take this simple step to rise 
out of the ranks: Furnish a means and 
an incentive for DISPLAY at the 
point of sale. Union Display Racks, 
neatly designed in wire, folding com- 
pactly for shipment with dealer or- 
ders, secure prominent positions, 
standing out in the customer's eyes. 
Selling is simplified and your product 


becomes a leader for every dealer. 


Write for Circular Picturing Many 
Designs. 


WS 367— Canned Goods 
Floor Display Rack. Holds 
3 Cartons or Boxes of 
Canned Goods with sign 
above and below. 


UNION STEEL PRODUCTS CO., 
521 Berrien St., Albion, Mich. 


Collapsible Wire 
DISPLAY RACKS 
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~that tale louder 
than spoken words/ 


HE package that stands out and talks for 

itself—to the eye of prospective buyers—will 
get far more results than the unattractively pack- 
aged product, whose sales must depend, to a large 
extent, on the “stock talk” of the store clerks. 


AUBURN Molded Containers are the kind that 
“speak for themselves”—through their eye-catch- 
ing design, rich coloring, and “use when empty” 
possibilities. 

Why not let us talk over with you the possibilities 
of AUBURN Molded Containers in relation to 
your products? Write us today—and if possible 
send us a sample of your present container. 


AUBURN BUTTON WORKS, Inc. 
AUBURN, N. Y. 


Manufacturers of Celluloid Sheets and Rods. 
Molders of Bakelite, Durez, Celluloid, 
Lumarith, Beetle, Plaskon, etc. 








MOLDED CONTAINER: 
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The Problem of Group Packaging 


| (Continued from page 54) 


Spacing of lettering 
Use of individual package trade mark 
Use of institutional package trade mark 
Proportion of plain space to lettered space 
Contrasts of lights and darks 
Placing of slogan 
Handling of recipes and directions 
E-mphasis on lettering 
Borders and paneling 
In the illustration on page 54 are shown six General 
l‘oods packages redesigned in our studio for purposes of 
indicating a plan such as outlined above, and the cor- 
responding six original packages. You will notice that 
we employed all of the above elements to establish a 
subtle resemblance between these packages. 
\Ve planned a palette of colors to be used. This was 
so arranged that any of the colors included could be 
;employed together to form harmonious combinations. 
|The carefully balanced use of lights and darks were re 
peated in each package. We established a letter alphabet, 
_ choosing the type of lettering for its clarity and visibility 
from a distance. All but the necessary printed matter 
_on the front of the package was eliminated to enhance 
| this visibility. We established a basic, triangular skeleton 
| design. The apex of this was in each case the individual 
‘package trademark—the cup in Maxwell House Coffee; 
| the cabin in Log Cabin Syrup, etc. The two lower cor- 
‘ners in each package carry the institutional trade mark 
| (G.F.). The lettering was fitted into this triangle with 
| the spacing similar throughout the line. Emphasis was 
| placed on the name of the product rather than that of the 
|manufacturer. All borders and paneling were eliminated 
_to create the effect of a larger package. The same type 
'of ornamental lines were used throughout the group. 


To the manufacturer who is anxious to determine the 
value of a group of new packages, the following are 
recommended: (1) Stand each package on a shelf at a 
distance of eight feet to see how clearly the package name 
;may be seen; (2) place the line of packages together 
‘and see how they harmonize; (3) contrast the new line 
‘of packages with the old to determine if they are simpler, 
_ more effective and if they have maintained the individual- 
ity of each package without losing the family resem- 
blance. See if the colors are clear and bright—if they 
form a pleasing, harmonious combination. 

To the manufacturer who markets a line of packaged 
products and is considering the repackaging of his line, 
there is also this parting suggestion: Whether you intend 
to change the packages gradually or to make a clean 
sweep, plan all your packages in advance! 


Correction: Egmont Arens of Calkins & Holden, de- 
signed the A. & P. Coffee Display illustrated on page 34 
of the September, 1932, issue. 
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The 3 Packer Shampoos pyramid display simulates 
real packages, giving the impression of a large 
stock on hand—without tying up investment in the 
dealer's window. Deterioration from exposure to 
sun and dust is eliminated, sets up in one operation, 
compact and convenient in use for window or coun- 
ter. Created and produced by Einson-Freeman 
Company, Inc. 


CLEAR EYES @ 
BEAUTIFUL > 


Arsen Laboratories of Clinton, Iowa, has introduced 

a new eye tonic “Eye-O-Eye” in a package of dis- 

tinctive and appealing design. Carton and label are 

not hard to read. The bottle, of emerald green glass 

and practical in shape, was designed and produced 
by Owens-Illinois Glass Company 











MACHINE OR HAND OPERATION | 


CELLOPHANE 
WINDOWS 


A perfected and fool - proof 
Adhesive is now available for 
gluing Moisture-Proof “Cello- 
phane” “Sylphrap” and “Pro- 
tectoid” Windows into both 
Folding and Set-Up Boxes. 


M-751 


is adapted for use by hand 
and on all types of automatic 


machines. 


Strongly adhesive 
Dependable 
Uniform 


Reasonably Priced 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 


1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal cities " 
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PILLIOD 


Carved Wood Effects 


make popular holiday boxes 


Being out of the ordinary—and unusually 
attractive in the design and novelty of its 
treatment—Pilliod Etchwood Boxes exert 
an irresistible appeal on consumers. They 
are particularly effective as gift boxes for 
the holiday trade. 


Prompt shipment can be made of many 
stock designs and sizes. Others can be 
built to order in a remarkably short time. 
Write for samples and prices. 































THE PILLIOD CABINET CO. 


Swanton, Ohio 
Since 1896 














It has been learned that the French Government has 
granted a patent and that one is expected shortly from 
the Patent Office at Washington covering results of ex- 
periments intended to show that certain wave lengths of 
light play an important role in producing rancidity in 
oil-bearing foods. 

According to Mayne R. Coe, of the Bureau of Chem- 
istry and Soils, of the Department of Agriculture, which 
has been making investigations, rice bran and rice polish 
were used. When these products were kept under color 
filters such as blue, purple-blue-green, yellow and vari 
ous shades of red, they showed characteristics of ran- 
cidity when examined organoleptically and by the modi- 
fied Schiff’s test. 

When kept under sextant green and red filters, hew- 
ever, they showed no evidence of deterioration, by odor 
or in tests with the fuchsine sulphurous acid test. It is 
evident that the green filter, which approximates chlor- 
rophyll green, absorbs all photochemically active wave 
lengths conducive to rancidity, allowing only chemically 
inert wave lengths to pass through. Screening out cer- 
tain wave lengths of light from oil-bearing foods and 
feeds, therefore, prevents or delays oxidation of the 
oil which is therein contained. 

Antioxidants, such as pyrogallol, hydroquinone and 
substituted hydroxylamines, when added to oil bearing 
foods, may prevent or delay rancidity, but their use is 
considered objectionable on account of their possible 

physiological effects. 
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The keeping qualities of foods, such as salad oils, 
mayonnaise, butter, lard and potato chips, may be greatly 
enhanced by the use of properly colored wrappers, bot- 
tles, etc., capable of screening out active light wave- 
lengths when applied to these products. 











New molded plastics jar by Molded Prod- 
ucts Division of Columbia Phonograph 
Company, Inc. This is supplied in several 
colors and has a screw cap closure 














Multiple Unit in Package Printing 

(Continued from page 45) will wrap a million packages 
million—uniformly, and 
nomically. We use other machines for other packag- 
ing operations such as labeling, check-weighing, tube 
filling, carton and can filling, boxing, and shipping. In 


—or ten accurately, eco- 


short, the mechanical operations of packaging are per- 
formed almost 
machines which have been specifically designed for a 


entirely by high-speed labor-saving 
particular job. 

Good production practice demands this use of special- 
ized machines for each step in the production process. 
A soap manufacturer, for instance, makes both hand 
soap and soap flakes and in each case the packaging 
problem is different. He will use special machines for 
packaging each product. But this specialization in the 
use of machines does not always extend to his use of 
He may have his private printing plant or 
Assuming he has 
are that it is equipped with 


printing. 
may purchase from outside sources. 
his own plant, the chances 
presses which are designed to do all types of printing. 
Nine times out of ten one finds the same press produc- 


Automatic, multiple unit printing machine 
ing everything from a label to a large wrap. This is 
all right as far as it goes, but it is not good production 
practice. The average printing press, regardless of its 
size, is essentially a job press designed to do various 
kinds of work. It may have dozens of automatic fea- 
tures, but it still requires the attention of skilled press- 
Printing plates require expert 
make ready—time is required in making ready to run 
and in shutting down at the end of the day. Changing 
over such a press from one job to another is costly in 
time and labor. 

To meet these conditions, there is a need for a spe- 
cialized machine which will fit into the production line 
and turn out, automatically and continuously, the same 
printed job a million or ten million, or a hundred million 
times without variation in size, color, register, or cost. 
Such machines, known as Chambon automatic printing 


men for first class results. 








RED CROSS 
has a right “to brag” 


. « « not only on account of fine quality products but also because 
of economical packaging methods . . . with WILLIAMSON No. 70 
Cold Odorless Glue, which serves four different uses, being diluted 
to various consistencies required for: 
Carton making on Staude Machine—Carton sealing on Redington Mach‘ne 
—Paper wrepping on Package Mach’nery Company Machine—Shipping 
case sealing on Standard Shipping Case Sealer. 
John B. Canepa Co., makers of Red 
Cross, say: “By standardizing on one 
glue, we are able to save room and 
expense. It does the job satisfactor- 
ily and is very un'form in quality.” 
Refer your problems to us for car‘on 
sealing, tube winding, bag making, 
sealing Cellophane, Sylphrap, Koia- 
pak, Protectoid and other moern 
wraps. Glue samples sent on request. 
ASK FOR NEW FOLDER. 


WILLIAMSON 
GLUE AND GUA WORKS 
2320 W. [8th Si., Uhicago, Ii. 











superior stitching wire 


for fibre boxes 
3 FEATURES 


1. Accurate in temper, 
width and _ thick- 
ness. 

2. Continuous length 
one-piece coils. 

3. Rust-resisting 
vanized finish. 


gal- 


Send for free sample. 


ACME STEEL CO. 
2840 Archer Avenue 
CHICAGO 
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PACKAGES 


that cost less 
AND LOOK BETTER 

















LEVELAND Containers are the answer to today's 
demand for economy. They are strong, durable, 
and attractive—a better package, a modern package, at 
a lower cost. 
There is a size and type of tube or container for every 


need, and our packaging experts will be glad to work 
with you on your problems. 


THE CLEVELAND CONTAINER CO. 
10421 BEREA ROAD CLEVELAND, OHIO 
Plants: Cleveland, Detroit, Hoboken, Philadelphia 
Sales Offices: Pittsburgh, Rochester, Chicago 





machines, have been used by European manufacturers 
for a score of years; over two thousand of them being 
in use at the present time. These machines were first 
manufactured in this country about four years ago by 
the Chambon Corporation, an American firm organized 
to acquire the patents and manufacturing rights. 

Among the American manufacturers who first made 
use of such a machine was the Beech-Nut Packing Com- 
pany. In the Canajoharie plant, known throughout the 
country as a model plant, the first machine was set up 
and used for printing one of the company’s five-color 
gum labels. Later, twenty more machines were installed 
for the same type of work. 

In operation, the Chambon printing machine turns 
out printing continuously and automatically, requiring 
but little attention. All that is necessary is to keep the 
machine supplied with paper and ink and to remove the 
finished work. The paper is furnished in rolls. It 
travels through the machine in a straight line and the 
printing operations are performed successively by cylin- 
drical bronze plates which are chromium plated to give 
them longer life. These plates are good for as many 
as 100,000,000 impressions. All mechanical motions of 
the machine are rotary so there is an absence of vibra- 
tion and noise. 

Ink is supplied by specially designed ink fountains 
which eliminate the need for continual adjustment. Any 
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number of colors may be used in printing without affect- 
ing the final cost appreciably. Both sides of the paper} 
may be printed at the same time. Since all printing } 
operations are performed successively within the space | 
of a few seconds, register is perfect. There is no paper | 
shrinkage problem due to changes in atmospheric con- 
ditions, with resulting loss of register, as is often the 
case when colors are printed several days apart on sheet- 
fed presses. 

In designing a Chambon machine for a particular job | 
the quality of the work is predetermined and built into 
the machine. The element of personal skill in printing 9 
is eliminated entirely, just as the element of personal 7 
skill is eliminated in the design of other machines used 
in packaging operations. 

The underlying principle in the design of these ma- 
chines is what might be called the multiple unit principle, 
Operations are performed successively in a horizontal 
line by separate units mounted in series. For instance, 
there is a separate printing unit for each color and each 
supplementary operation. The machine can be adapted 
for letterpress printing, dry offset or rotogravure, or 
combinations of these methods can be effected. In addi- 
tion, the same machine can be used for scoring, creasing, 
embossing, perforating, slitting and rewinding, sheet- 
ing, dieing out to shape, and other supplementary opera- 
tions involved in producing package printing. 

Obviously, printing machines of this type permit large 
economies in production, to say nothing of the improve- 
ment in quality and results. Fitted into the production 
line along with other high-speed, labor-saving equip- 
ment, their output is always under the complete control 
of the manufacturer. They can be operated 85 to 95 
per cent of the average working day. They are compact 7 
in size, requiring but a fraction of the space which would 
be needed for ordinary equipment to do the same work. 
Practically any job can be set up on them and in spite 
of the fact that they are primarily designed for the con- 
tinuous production of one particular job, they have a 
flexibility feature which permits of changing them over 
to other jobs at slight expence. Among the types of 
jobs now being produced in the package field by means 
of Chambon machines may be mentioned the following> 
Tooth brush cartons, soap wrappers, tea tags, book 
matches, match boxes and labels, paper food containers, 
transparent cellulose bags and wrappers and toilet paper 
wrappers and bands. 

Designated as the “Hand-Y-Book of Labels,” the 
new 48-page catalog of the Ever Ready Label Corpora- 
tion, 257 West 17th St., New York City, offers more 
than a mere compendium of the products of that com- 
pany, i.e., labels and devices for applying them. There 
is included a wealth of information of practical value | 
to the shipper and other users of labels. Replete with — 
illustrations, black and white and in color, and with ¥ 
ample data for the convenience of all users of labels, 7 
this book will have a valued place on the reference shelf 7 
or in the files of those who purchase. 4 
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The Bureau of Standards has approved a simplified 
schedule for waxed oil paper. Waxed paper covered by 
this recommendation is made by passing full-bleached 
all-sulphite or other wood-fibre paper through a bath of 
paraffin wax in order to fill the pores of the paper to 
make it resistant to moisture and to odors. When used 
as a sealed wrapper it also protects food products from 
dust and vermin. Probably the greatest uses are for 
promoting sanitary handling and shipping of foods, to 
prevent contact with germ-bearing agencies, and to pre- 
serve freshness long-distance transportation. 
The familiar bread wrapper is a typical example. It has 
been estimated that its use has resulted in large savings 
by reducing the return of stale bread. Waxed paper is 
also used for the protection of other perishable foods, 
such as biscuits, cakes, sandwiches, cereals, candy, meats, 
potato chips, sugar, salt, flour, jello powders, cheese, 
butter, raisins, dates, berries, vegetables, etc. The esti- 
mated total value of the annual production of waxed 
paper is $25,000,000. The volume exceeds 250,000,000 
lbs. per annum. 

Of special interest is the recommended elimination of 


during 


Two new folding packages which have been placed on 
the market by Ward & Stamm Company of Adrian 
Mich. The Laundo laundry compound package, at left, 
has a light yellow background with blue lettering. Ra- 


the 400-sheet ream which has been in use in certain 
sections of the country. Those members of the industry 
who sponsor the recommendation believe that the elimi- 
nation of inferior quality paper and wax will insure a 
better product to the consumer. Concentration on the 
reduced number of sizes should be of assistance to the 
manufacturer in improving his products. 


diating from the lower left corner are white rays. A 
convenient opener is scored in the carton board at one 
of the upper corners, enabling easy pouring. The 
W & S water softener package uses a light blue back- 
ground, blue lettering and a dark blue strip at the base. 
Both are sealed cartons. The designs were prepared by 
the art department of Crescent Engraving Company and 
also produced by that company 





SET UP YOUR SHIPPING CONTAINERS 


The “TDEAL” way 


HERE’S only one best way to do anything. and 
IDEAL stitchers are the acknowledged best way to 
set up your shipping containers. Best because they 
operate with such ease and speed that an experienced 
operator can easily stitch 300 containers in an hour. 
Best because with all their speed they are ruggedly built 
and dependable. No time out for repairs with IDEAL 
Stitchers. 
Best because the IDEAL stitches at the bottom where 
stitching is most needed and the container is better fitted 
for the bumps and jars of its journey. 


Act today. Make us prove that the IDEAL is better. 
Mail the coupon and we'll tell you all about it. 


IDEAL STITCHER & MFG. CO. 
100 Ath Street 
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CIN-MADE now offers a Complete Packaging Service to 
packers of all kinds of dry commodities. It is the practical 
— economical — and profitable method of purchasing 
cylindrical containers today. 


Check the features below! 


1 DEVELOPMENT OF A PROPER CONTAINER. 

2 CREATION OF INDIVIDUALLY STYLED LABELS. 
3 PRINTING AND APPLICATION OF THE LABELS. 
4 PACKAGING IN A RESHIPPER. 

Let us show you how profitable it is to use the CIN-MADE 


Complete Packaging Service. 


We will gladly demonstrate 


what we are doing for other packers — and what we can do 


for you. 


Write at once for complete particulars. 


THE CINCINNATI MAILING DEVICE COMPANY 


297 EGGLESTON AVE. 


CINCINNATI, OHIO 


REPRESENTATIVES IN PRINCIPAL CITIES 








Package Identification and Protection 
from page 56) As for 
Embieton sees little need for more or dif- 
Citing the resources of 


(Continued package pro- 


tection, Mr. 
ferent protection for designs. 
the patent and trade mark laws and the willingness of 
the Federal Trade Commission to protect package de- 
signs against unfair practice, Mr. Embleton moralized: 
“Apparently, one of our great difficulties is that people 
do not avail themselves of the ample protection now 
being provided.” 

G. Prescott Fuller, of the Bliss-Latham Corporation, 
successor to Latham Machinery Company and H. R. 
Bliss Company, of Niagara Falls, N. Y., lets out the 
secret of why manufacturers are not 
worrying too much over package design protection in 
They have pet designs of their own, which 
they have been sufficiently far sighted to adequately 
protect in their own names. Mr. Fuller recounted, in 
answer to questions on behalf of MopERN PACKAGING, 
that his concern has never borrowed trouble in respect 
to safeguarding customers designs because Bliss-Latham, 
in addition to its manufacture of wire stitching and seal- 
ing machines, has concentrated on the Bliss patent boxes, 
a type of container the construction of which is fully 


some machinery 


the abstract. 


protected by patent. 


Quality Crusade—A Packaging Opportunity 
Quite the best thing that has happened of late in 
furtherance of the cause of more-and-better packaging 
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and more conspicuous package identification is, indirectly, 
the result of the depression. So sayeth the marketing 
experts, who have their ears close to the merchandising 
What is known as the “Quality Movement in 
Merchandise,” or the return-to-quality drive, is the un- 
solicited benefactor of packaging as a practice. All be- 
cause custom and tradition have kindly brought about 
customer-acceptance of the package, in almost every com- 
modity line, as an imputation of special or standard 
quality in the contents. 

Doubtless all readers of MoperN PAckaGING have 
followed the early stages of the quality movement, which 
is destined to afford packaging a prime opportunity. 
The organized campaign on the part of manufacturers 
and retailers to bring the consuming public back to the 
old standards of integrity in merchandise is hailed as a 
strategic move for the revival of consumer buying. It 
is that, in part, assuredly. But it has even more pro- 
nouncedly an incentive and objective regarding which 
not too much can be said publicly—viz., the necessity, 
for the sake of mercantile salvation, of restoring the 
confidence of the consuming public, a confidence jeopard- 
ized to a dangerous degree by the expedients in skimp- 
ing or shading quality resorted to under the supposed 
necessity of meeting price competition sacrifices. 

To win a victimized public back to faith in quality is 
going to require a systematic and, perhaps, prolonged 
campaign which will enlist all the resources of quality 
That is where packages will come in. 


ground. 


signification. 














From the beginning of the present packaging cycle, the 
public has been gradually habited to regard goods in 
packages as of grades superior to the corresponding 
wares in bulk. This automatic confidence in the pack- 
age as a vehicle worthy of its quality hire, may now, 
more than ever, be capitalized to nurse back to normal 
the trust of consumers repentent of mis-named “bar- 
gains.’ What has just been said of the current rare 
chance to make judicious use of the prestige of the 
package is matched by the opportunity to pledge the 
package by trade mark. As an institution in guaranty 
of quality the trade mark is even older than the package. 
The ideal instrument for the recreation of consumer- 
confidence will be found, therefore, in the trade-marked 
package—a combination wherein both the physical form 
of the package and the mark of authenticity cooperate to 
insure uniform and dependable quality. 


Thrift Spirit Popularizes Wrapping Service 

The old adage to the effect that it is an ill wind that 
blows nobody good, will apply to the packaging industry, 
from one angle, this coming Christmas season. All signs 
point to a tremendous spurt in the patronage of the 
“special wrapping service’’ developed of late years by 
department stores and specialty shops. And it is all due, 
aver the analysts, to the need upon the many for economy 
in their gift-giving. All sentiment, and especially femi- 
nine sentiment, holds that a modest gift is enhanced in 
appearance and made to better express the compliments 
of the season if it is enclosed in an artistic and symbolic 
package. Hence the expected rush, this season even 
more than last, to make use of the special wraps pro- 
vided by the stores which are catering to the logic that 
“the package makes the gift.” 

In a statement for Mopern PackacinG, Marshall 
Field & Company of Chicago, a leader in this develop- 
ment, says: “Our gift wrapping service has become a 
very important part of the personal service plan of the 
store and the gift wrapping bureau is constantly ex- 
panding.” Pursuing the subject, the head of Marshall 
Field & Company has touched upon a phase that is of 
the utmost significance for package suppliers and other 
interests. He pointed out that whereas the calls upon 
the gift wrapping bureau are, of course, heaviest during 
the Christmas season, there is an increasing demand for 
special packaging for gift purposes throughout the year. 
Thus the gift wrapping bureau of the large store affords 
immediate market for novelties in specialty papers and 
decorative wraps and accessories. 


Package Legislation at the Lame Duck Session 


Inquiries are already coming to MopeRN PACKAGING 
regarding the outlook for package regulatory and protec- 
tive legislation at the second, and final, session this win- 
ter of the 72nd Congress. Assuredly, the curiosity is 
amply justified, because there are pending in the national 
legislature or hatching in the Congressional committees 
a number of propositions that, if enacted into law, would 
affect packages and packaging more or less extensively. 
For one, there is the program of Trade Mark Re- 








A WELL DESIGNED 
Radio Cabinet 


It has 


attracts immediate and favorable attention. 
strong sales appeal. 

Recognizing the important part that proper pack- 
aging plays in making sales, THE INTERNATIONAL 
RADIO CORP. commissioned us to design and mold 
their radio cabinets of Bakelite and Plaskon. 

An attractive molded container may give added sales 
appeal to your product. Our engineering and design de- 
partments will be glad to work with you. Write for our 
Package Circular. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut Street Chicago, Ill. 





























Fie your lungs with the 
balmy ocean air that builds 
you up and makes you feel 
younger, healthier, happier. 
Enjoy Atlantic City at its best. 


Room and Meals $ 
with Private Bath 
and Shower... 


Special Weekly Rates. 


NEW — FIREPROOF 
Overlooking Boardwalk and Ocean if 

























%M A DISON 


ATLANTIC CITY 


NEW JERSEY 
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FROZEN WIRE STAPLES 
All Sizes—All Styles 


WHATEVER your requirements, we can 

supply you promptly with large or small 
quantities of high-grade staples at prices 
that will result in a worth-while saving in 


your production costs. 


Specializing in the manufacture of all types 
of frozen wire staples for office as well as 
industrial purposes, we have exceptional 
facilities for their production. Our staples 
are noted for their sharpness, penetrating 


power, and uniformity in size and strength. 


Samples for testing purposes gladly supplied. 


Put your stapling problems up to us. 


PARROT 
388 Broadway 


vision which contemplates more adequate recognition for 
the trade mark elements of packages. For another, the 
proposal to transfer the copyrighting of labels (such as 
package wraps and carton blanks) from the U. S. Patent 
Office to the Copyright Office. Design Registration or 
Design Copyright as a Substitute for Design Patent is 
likewise on the waiting list. The Slack-Filled Container 
and Deceptive Package Bill is another hardy perennial. 
And there are other plotted “reforms,” 
which would establish a censorship of cosmetic packag- 


such as the one 


ing and labeling either by including toilet goods within 
the jurisdiction of the Federal Food and Drug Act, or 
by instituting a separate supervision of toiletries, with 
demand for truth-in-packaging, on pain of the penalties 
for “misbranding” now held over medicinal preparations. 

But with so many legislative candidates edging toward 
the House and Senate calendars it is a grave question 
whether any will pass both houses in the time remaining 
to this Congress, which is on its way out. Sheer limita- 
The session, start- 
With 
the time out for the Christmas recess, there is a scant 


tion of time has to be reckoned with. 
ing early in December, must close on March 4. 


margin beyond the period required to pass the annual 
appropriation bills covering the operating expenses of 
the Government and other essential routine measures 
that have the right of way. 


special legislation is always under handicap. And all the 


In a pinch of this kind, 


bills that most intimately contact packaging are classed 


as special legislation. 
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Wire Staples For All Types Of Machines 


canary 


From The Smallest To The Biggest 


P1ANAAAann 


From The Thickest To The Thinnest 











We are the manufacturers 
of Speed Fastener Stapling 
Machines. Ever try a Speed 
Fastener? In our opinion 
it’s the most highly perfect- 
ed stapling machine on the 
market. Sizes for every 
need. Prices on request. 


SPEED FASTENER CORP. 


New York, N. Y. 


Quite as much an impediment to Iegislation in aid of 
packaging as the scant three months sitting of the law- 
makers, is the circumstance that the 1932-33 installment 
is a lame duck session. Many of the members who 
answer to the roll call have not been re-elected. There 
is a let-down of their interest in ail legislation and, par- 
ticularly, in most instances, is there a waning of interest 
in special legislation. Given persistent agitation and 
energetic support some of the measures desired by those 
who long for greater security for package individuality 
might slip through even as the departing 72nd Congress 
packs its baggage. All depends on how much pressure 
is exerted—whether there is a packaging lobby to recruit 
a packaging bloc in Congress. 


No Monopoly in Package Color Panels 

For all that there was nothing startlingly new in the 
principle established by the ruling, there is an under- 
scored hint for packagers in general in the recent de- 
cision by the U. S. Commissioner of Patents denying 
to the Hygienic Products Company, of Canton, Ohio, 
registration as a trade mark for its package dress. 
What the Hygienic company sought to pedigree as an 
exclusive mark for its cleaning powder was a plurality 
of blue-bordered yellow panels. The panels alone were 
the subject of the application—devoid of the printed 
matter and pictorial illustrations which they bear in the 
completed package. 

The refusal of admission at the Patent Office for this 
package attire does not mean that Uncle Sam will not 























Labels beautifully processed in 
production in your chosen colors. 





ayn 


Your choice of Any Color—in Hycoloid: 


- - - Containers that carry out your color scheme 
au where glass, celluloid or metal fail! 





JONES LABORATONES 


UNBREAKABLE—FEATHERWEIGHT—SEAMLESS—OPAQUE OR TRANSPARENT 


PRBHYGIENIC TUBE & CONTAINER CO. Hy 


46 AVENUE "L,"" NEWARK, NEW JERSEY 





Hycoloids are available in cream, 
blue, amber or rose—or any color 
that best protects the contents or 
identifies your product. Colors that 
STAND OUT from among drab com- 
petition, and catch the eye of the 
buyer. Made in 


VIALS - TUBES 
BOTTLES - JARS 


They're fit for the finest product, 
though by no means the most expen- 
sive. Get the facts, too, on how they 
cut your packing costs. 

















accept a package coverall as a trade mark. Under favor- 
able circumstances, the Department of Commerce will 
enroll a complete package wrapper or an entire carton 
blank as a trade mark. The rock on which the Hygienic 
company struck was the Federal determination not to 
sanction a monopoly in mere color. The head of the 
Patent Office, in denying the appeal of the Canton con- 
cern, said, first, that its package background design could 
not function as a trade mark. Secondly, and even more 
serious as an obstacle, is the iron-clad rule that mere 
color is not a distinguishing characteristic of a trade 
mark. Both the Commissioner and his subordinate, the 
Trade Mark Examiner, held that the public would regard 
the blue-bordered yellow panels as a label and not as a 
trade mark. As for recognizing as distinctive expression 
the panel design, apart from its color scheme, the chief 
censor remarked that it is a common practice among 
packagers to separate the outer surfaces of containers 
into plurality of panels for the reception of printed 
matter and pictures. Hence no one firm could be given 
what would amount to a sole franchise for a lay-out 
pattern that is and has been the common property of 
all packagers who choose to share the design formula. 


New Display for Cooking Aid 


An interesting example of a practical folding dis- 
play carton in use in the housefurnishing field is to be 
tound in the new Aluminum Cooky Press package of the 


Aluminum Goods Manufacturing Company, Manitowoc, 
Wis. The cooky press and its product—fancy, rich 
cookies—are illustrated in a natural manner in color on 





the top panel whiie the sides of the carton further sug- 
gest a variety of uses to which the press may be put. 
Recipes and directions are given on the back of the: 
carton. A die-cut inset which fits snugly in the carton 
serves to hold the press and its accessories in place and 
also to elevate them so that they may be seen more easily 
on display. 
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Adhesives 
that WORK! 





O matter what kind of 

gluing work you do— 
whether in connection with 
moistureproof transparent cel- 
lulose, paper or paperboard, 
textile or wood — there’s a 
right glue for the work that 
will enable you to do it 
speedily, thoroughly, depend- 
ably. And we can supply it! 


Our many years experience in 
solving adhesive problems of 
all kinds is at your command. 


UNION 


PASTE CoO. 


MEDFORD, MASS. 




















WANTED TO BUY 


One packaging machine for pack- 
ing rice in cartons of 12 oz., 1 
and 2 Ibs. to be complete with 
automatic carton feeder, weigher 
and top and bottom sealer. Must 
be in first class condition. State 
age, time used, where located, 
complete description and lowest 


price. 


STANDARD RICE CO. Inc. 
HOUSTON, TEXAS 


MODERN PACKAGING 


Practical Modernizing of Packages 
(Continued from page 52) package wrapper. In the car¢ 
ton used for Borden’s American Cheese the predominat= 
ing colors are red, white and blue; while on the package} 
containing Borden’s Swiss Cheese, Switzerland’s national 
colors have been jused, and so gn through the entire line 
Although dcsianid primarily for their effect on cons 
sumer sales, the number of colors have been kept to a) 
minimum, al the packages are therefore practical from 
a cost production point of view. We are advised by” 
the Borden Produce Company that the entire line wag" 
enthusiastically received by the trade. 

And now ag to mechanics: Mechanical improvements 
in the container are of equal importance and _ present 
equally troublesome problems. These may be classified) 
as changes for appearance only or for utility only, or? 
for a combination of both. An example of the first is 
the Bon Ami DeLuxe bathroom package; of the second,4 
the Williams Shaving Cream captive cap; of the third, 
the new Oven-Ready Buttermilk Biscuit package. 

The second, that is, changes exclusively for improved’ 
utility, should be considered only by package designers / 
who have had some mechanical experience. Such? 
changes are really in the nature of inventions and in} 
this ccnnection it should be remembered that patents] 
to protect such improvements protect identity of means) 
or methods, but not identity of results. In other words, | 
a patent protects a device but not a function. 

When mechanical improvements are presented to a 
national advertiser, they are ultimately referred to the. 
production department for consideration, and that end of | 
a manufacturing business is usually presided over by} 
an engineer. The one great concern of the production) 
engineer is what he calls “the recurring cost.” If, there-7 
fore, one is inventing a device designed to make a pack- 
age more acceptable to the public from a mechanical 7 
point of view, beware of the recurring cost. The ex- 7 
planation for that is simple. Assuume that a national © 
advertiser sells a million tubes of shaving cream per | 
month. He is approached by a package designer who | 
has a mechanical improvement which will necessitate” 
one additional manufacturing operation at an added cost § 
of % cent per tube. Very little, you will say, for a real. 
improvement, but remember that that added cost goes 4 
on and on as long as the improvement is used. It is a7 
recurring cost. 

Let us assume further that another package designer | 
presents to the same advertiser an improvement of equal | 
merit which will necessitate an expenditure of $25,000 © 
for equipment, dies and designers’ fees. It is obvious? 
that this advertiser would be $5,000 heiter off at the™ 
end of the first year alone if he were to accept the second] 
proposition. That, of course, is why designers of pack-7 
ages that sell can demand substantial fees—the ire 
cost to the advertiser is the last. ; 

To summarize: There are two broad fields for vast 
age improvement. The first is in the matter of desigty 
from an illustrative point of view. Most of the recent? 


4 











? 
Che 


A USEFUL 
FOLDING BOX 
MADE OF 


Ridgelo 


CLAY DOATED 


y ae ae 


Make this practi- 
cal test yourself 


to judge the fine 


printing surface 


and perfected 


folding qualities 
of RIDGELO 


Made at 
RIDGEFIELD. New Jersey 


Ki LOWE PAPER COMPANY 


Remove this cutout -P. BENNETT & SON: 32 Front Street: TORONTO 
from the page and fold 
as instructed on reverse 
side to make a box suit- 
able for a child’s bank, 
used razor blades, ete. 





“OLORFUL cartons and 
counter displays were never so 


useful in attracting sales. 


Impressive and economical 


effects may be obtained by the 
use of a beautiful, modern 


shade. 


RIDGELO is stocked in eight 
colors, or special shades may 


be made on order. 


This insert is 


Ridgelo 


Made at 
RIDGEFIELD. New Jersey 
by 


LOWE PAPER COMPANY 
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A More Decorative, Dependable, 


a Economical Closure— 
® THI COWTON Clipléss io | 


The. new Colton Clos 
It reduces’ your production costs 





e for sealing tubes eliminates 


thaficlip entirely. 


because you nea no more clips, lose no time re- 


lenishing clip 
on autougatic elipping heads. In 
a word-—you effect savings daily 
in ‘time, labor and material. 


” 


* Moreover, the Colton Closure makes a more 
attractive and dependable seak» Let us send you 
a sample tube closed the Colton way, together 
with descriptive folder. 


"ARTHUR COLTON GO. 


2600 East Jefferson Avenue 
DETROIT, MICH. 


s and have no maintenance expense 


No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 





$ 
modernizations are in that class. The second has to do 


with mechanical improvement and this class consists of : 
first, changes in the physical contour, shape Or size to 
make the package more effective only as féards its ap- 
pearance; second, those physical changes, includimg the 
addition of such devices as spouts or closures, which 
make the package more convenient to use with regard 
to its mechanical features; and the last, a combination 
of the element of both of the foregoing. 

And in every one of these cases, the designgr will 
receive a better reception and more real consideration 
if he shows that he has some familiarity and is in sym- 
pathy with the production problems of the advertiser, 
particularly in regard to costs of design reproduction 
and of mechanical production. 





Two hundred and seventy-six chain store systems 


repofting private brand sales sold more than $750,- 
000,900 worth of merchandise under their private labels 
in 1930, according to the Federal. Trade Commission’s 
latest report on its investigation of chain stores entitled 
“Chain Store Private Brands.” A table of the reported 
percentages of specified commodities sold under private 
brands for 1928 shaws, among é@ther things, Atlantic & 
Pacific selling 89 per cent of its coffee under private 
brand ; Kroger, 92 per cent of its coffee ; Safeway Stores, 
Inc., of California (Southern Division), 100 per cent of 


its butter; Gran Union, 80 per cent of its canned vege- 

tables, and First National, 100 per cent of the bread 
> 

and cake produced by that company. 





“- & 
A new package brOhght out by the Pennsylvania Glass 
Products Company. It consists of the patentedgPerfec- 
tion dropping part made up with green phenol resinoid 
molded cap, green rubber part and an emerald green, 
bottle of a new design that has more label spacgmon ge 
front. The Sas is also 89 a new desian and $ of the 
same shape as the bottle with a left hinged cover 
& °7 
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“FILMA-SEAL “| 


(. + double seal of cap and fil1 :) 


a te 


‘Send us' a las i your sacs 
. \ ages, glas syypr tin, ta “FILMA- 
"SEAL" d wé — ve ts 


» adyantagts ta | ou. 


Tye e ae MANN & . 


Tyminal a 
@i., - 
eee @ ‘s¢ 


Bottle Closure speci Sincrgloot 


-@ : 
“FILMASEALS" - 


Pats. Pending 


a, e. Mark eg: ° s 
we 
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alnut ahs es \ ‘ 

owe flakin at is li e chi¢ke E 

"daca ieuted potatoes ... and rich, $weet:cab#™ . 
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RANDOLPH AT LA SALLE, c' 
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IN size 1 
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us FLOOR bometedue 
SAMPLE ROOMS 4/Hhe new 


, @VERNOR 
TON , 
ROTEL: | 
Teavenue! 


P fo OSITE PENNA. R:R:} 
B. & ©. BUSES STOP AT DOOR 


++ NEW YORK+eg 


odrodms BACH wit | 
BATH, SERVIDOR & RADIO. | 
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I ict to its déstination an better saa Shs, Pe will. NREL EaNee 
Fibreen. It is easy to fabsieate. ahd to” print, and hihcetaghe a et ee fis 
operate with you in working: out. an: applica .e this new + mate a 


: ws 
‘ ¢ ne Me eS 


meet your needs. %. ~ ) + Mae ae : 
‘Fibreen can be babured™ in. hn >. cover a wi 
ditions. Standard,weights include: ge 


7 Two Selb. kraft'covers.- Two 90uIb.. ks hc | 
~ .*) Twe60-Ib. kraft covers Two. 150- tb. “iaillwrdp covers He 
‘One 30-Ib- kraft andjone- 150-Ib.iinillwrap, = sabe nf te” 


“THE SISALKRAFT. GO: Bak can 
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WHEN ORDERING 


CORRUGATED©® SOLID FIBRE oO 
BOXES 


ROBERT GAYLORD. Inc. 


GENERAL OFFICES ~~ SAINT Louis 


PRINTERS AND pVERTISERS TIME AND MONEY SAVING UNIFIED SERVICE 
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ACME STEEL COMPANY . > : ° . . ‘ ; : - 79 
ALLEN & HILLS, INC, “ . ‘ . ° : m ; . « 4 
AMERICAN COMPANY . : ° ° ° ‘ . Back Cover 
ANCHOR CAP ye ota CORP. ‘ ‘ : " r ‘ Insert 44-45 
ARTCOTE PAPERS, IN ° x - , d ; Insert 8-9 
AUBURN BUTTON WORKS, INC. : 76 


BAKELITE CORPORATION 

BATTLE CREEK WRAPPING MACHINE | CO. 
BISMARCK HOTEL 

BLISS-LATHAM CORPORATION 
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CHICAGO PRINTED STRING CO. 
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GAYLORD, INC., ROBERT 
GENERAL PLASTICS, INC. 
GOVERNOR CLINTON HOTEL 
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LYSOL, INC, DEMANDED 
SANITARY TUBES 


HE makers of the famous Lysol disinfectant use 

Peerless Tubes for their new product LYGEL, be- 
cause they know they can depend absolutely on the 
clean, sanitary condition of these tubes throughout. 
They are made of tin of the highest quality and purity 
obtainable. 


The reputation of Lysol, Inc., as producers of race 
tary pharmaceutical products is, to a certain extent, | 


the hands of Peerless Tube Co. 


PEERLESS TUBES Chempur tin, used in the manufacture of these 
PRESERVE AND tubes, shows by actual test the greatest pliability and 
OUTLAST THEIR freedom from cracking, pinholes or splits after the 
CONTENTS _ product gets into the hands of the ultimate consumer. 
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Mere dail 
YOU open it 


How long would you stick to a brand of shaving 
cream that was a downright nuisance each time 
you opened or closed the tube? By the same token, 
how long will a woman put up with the product you 
sell if its package hinders rather than helps its use? 


A handy container is oil on the wheels of selling. 
A pesky one is sand in the gear-box. And getting 
the right kind, avoiding the wrong kind, is a 
matter of having the container built by those who 
know merchandising as well as can-making—a 
company which thinks in terms of what the con- 
sumer needs and wants. 


The American Can Company has had notable 
success in building good-will containers. Some 
of the improvements have been obvious, some 
revolutionary. But the point is that by fitting the 
package to the home-use of the product, the 
products have rung the bell. 


If you even vaguely suspect that a nuisance-pack- 
age is holding back the sales of your product, 
the time to set things right is now. And the place 
to set them right is at the Canco office near you, 
where years of consumer-experience can be put 


to work for greater sales. 


230 PARK AVENUE 
2 On Me 28S See On & iD 








